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Gunes a window open in Hell these days... 


You can look in and see such cold cruelty as only men of perverted 
genius could conceive toward mankind. You can see whole nations 
doomed to extinction for the fancied sin of opposing the Axis. 


But every window has two views . . and the damned can look out, 
with eyes fogged by pain beyond our comprehension, from the sha- 
dowed lands of Asia and Europe. They can see a faraway hoisting 

of banners, the massed standards of peoples still free, with Old Glory 
shining over all. 


Our line of march leads to a storming of the gates of Hell. Before us 
is the harshest journey ever planned . . and beyond it, the greatest 
Victory ever dreamed. 


OSTBY & BARTON CO., one of America's largest and 
oldest makers of jewelry, is now a unit in America’s 
war production machine. Whenever we can do 8 

without prejudice to our participation in the war effort 
we shall continue to supply you with fair-prot 
items styled for current appeal. 


__ BUDGET TO BUY BONDS © 
- Buy bonds regularly to help — 
_ shorten the war. Help your — 
employees do the same through — 
the Payroll Participation Plan. 
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BOOK..--: 

2 sensational new 

rmgs designed and 

executed in our shops 

by Our own artist- 
Craftsmen. 


HORN OF PLENTY 
An entirely new Signet Ring Design. 
No. 2022/7 6/2 dwt. $40.00 Keystone 


AVENGING DRAGON 
Masterpiece of Chinese Classical Art. 
No. 3034/7 9!/, dwt. $50.00 Keystone 


R. SAUER & CO. CINCINNATI, ©. 
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The inspired talents of Marcé in the design 
of fine jewelry are so perfectly complemented 
by the skill of K&O master artisans that the 
, most distinguished creations are inevitably the 
result ... As, for example, this diamond-and- oe 





ruby watch bracelet, the essence of charm, good 
taste and fine craftsmanship .. . 


KATZ & OGUSH 


INCORPORATED 
CREATORS OF FINE PLATINUM JEWELRY AND WATCHES 


ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60'* ST NEW YORK, N. Y. 
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QUALITY MERCHANDISE 


IN POPULAR ITEMS FOR IMMEDIATE DELIVERY 


Genuine Single Synthetic Ruby 
Head Tigereye 3 


A515 $25.00 A2918 $20.00 
22.50 10 Kt. Yellow Gold 10 Kt. Yellow Gold 
8: Mounting with Four 
10 Kt. Yellow Gold Diamonds 
White Plates 


“VIOLET QUALITY” 


Fine roseé color pearls, attractively graduated and finished 


CC \ \ . —I\ with 2 Sterling Silver filigree clasp. Two-toned Satin- 


18” Single Strand ‘ 


SN \ ‘ S Two Strand 
SS \ SS Three Strand 


Avani V/ 
El Claes, 


$14.60 Set $9.40 Ea. 
Expansion Bracelet with 1/20—12 Kt. Yellow Gold Filled Locket. 1/20th 12 Kt. gold filled front and back with colored 


Chain to match. trim signet. 


VL 
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No. LP-27. Sterling Silver 3-piece Dresser Set. Soft Gray Finish. 
Engine Turned and Embossed. Beveled Mirror. 11-Row Hair Brush, 
Bristles set in Wooden Block. Complete in a Beautiful Blue Quilted 
Satin Utility Case, White Lining. Case can be used for lager, 


Hosiery, Handkerchiefs, etc. o 
No. LP-28. Same in Plain Gray Finish with mone Se 


Per Set 


ALL PRICES QUOTED ARE 
A305. (All Hearts.) 1/20—12 Kt. Yellow Gold Filled Locket with col- ALLEN CATALOGUE PRICES" 


ored trim and with eighteen inch 1/20—12 Kt. Yellow Gold Filled Chain 
in individual box and packed in a carton of 6. Asst. of 6 $18.00 


Hundreds of available items are listed in the 1942 Allen Catalogue. Ordering early you will 
avoid inconveniences which might arise from late shipments or shortages. 


THE SAME DEPENDABLE RELIABLE MERCHANDISE SERVICE FOR NEARLY 80 YEARS 


BENJ. ALLEN & CO., INC. 


SILVERSMITH BLDG. 
10 SO. WABASH AVE. CHICAGO, ILLINOIS 
PERNT Sarna nm ont 
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Acain Untermeyver, Robbins grat 

ing demand for finely-made lth natural ¢ 
ding rings. These new circlets are 

realistic ““Bible”™ display SHOW! 

features 12 matched sets for bride at 


the other 30:rings for brides. Set up in 


price ranges, this striking display is a practical 


selling and merchandising aid ind is available 


only to representative American Beauty jewelers 


"e 
UNTERMEYER, ROBBINS and COMPANY 


136,.West 52nd Street, New York, N. Y. 


* * UTMOST RJ RELIABI 
SINCE 186 
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Aggressively enterprising 
and thoroughly alert to retailers’ needs, 
the name of AISENSTEIN is identified 

with some of the best selling products in 
the industry. This is an era of scarcities, but 
there is no rationing on resourcefulness. 
Certainly, there are difficulties in taking 
core of all demands, and our first obliga- 
tion in distribution belongs to our regular 
accounts...but, everyday, we are making 
special buys that create new opportuni- 
ties for profit for you. We invite you to 


keep in touch with us— and remember 


NYS. Pay 
it wit AW 
ro neck WITH [-4. 
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ment that civilian needs are | 
ingenuity is being required to fi 

the jewelry industry is unusually f 
Baker Jewelry Palladium which m 
white gold it replaces. Just listing 
this is so: cores 
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Its color is a natural pure white 


It contains nothing but untarnishable : 
platinum metals ear 


Never has to be plated 


Contrasts strongly with yellow gold 


Has high intrinsic value 
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SARKER & CO. INC 
Bb. ." 4 rX <q 4 om 4@ 
SMELTERS. REFINERS AND WORKERS OF PLATINUM 
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MOUNTINGS AND WEDDING RINGS 


| 


\ 


The Goodman & Company line of mountings and 
wedding rings has been styled to the times. Rings 
carved in Rhodigold, that wonderful development of 
Goodman & Company that permits the creation of 
Rhodigem rings, have all the sparkle and beauty of 
diamond-set mountings WITHOUT THE USE OF 
+ MELEE. Rhodigold never tarnishes. The beauty of a 


° lustrous Rhodigem ring never fades. The jeweler and 
. MOUNTINGS 


WEDDING RINGS. 
BIRTHSTONE RINGS have done to beautify . . . to glamorize the engagement 


his customers appreciate what Goodman & Company 


EMBLEM RINGS ring and wedding ring. 


COODMAY & COMPANY 


WASHINGTON ST., INDIANAPOLIS, IND. 
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TANKS. .... and Thanks 


Of course we are not making Tanks in the 6) 
Plants ... But we are producing a number of 
armament products...for which, thanks should be 
directed to both our workmen and our customers 
... To our workmen, for the speed and the spirit 
with which they are turning out these new im- 
plements ... TO our customers, for their patience 


and cooperation during this time of double-duty. 


BRUNER-RITTER, Inc. 


Bf FACTORY: BRIDGEPORT, CONN. e N.Y. SALES OFFICES: 630 FIFTH AVENUE 


BANDS — KEEP COMPANY WITH THE: WORLD'S FINEST WATCHES 
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HEY were some of the highs and 
lows in the jewelry industry... 
some of the ups and downs that 
Hamilton and its retail dealers have 
gone through together. We've always 
felt that Hamilton dealers are as 
directly a part of our Company as our 
own sales force, and we've built our 
sales policies on that premise. 
Through periods of “depression” 
and ‘‘prosperity”’ . . . through “‘sellers’ 
markets” and ‘buyers’ markets”... 
we've lived and learned together with 
Hamilton dealers. We’ve seen that the 
margin between an oversupply and a 
shortage of merchandise is usually a 
very marrow one; we've proved the 
value of stability many times over by 
working together to avoid “dumping” 
at sacrifice prices during bad periods, 
or arbitrarily advancing prices and 
taking all the profit the traffic will 


10 


> AND SEPTEMBER 1937 ? 


.» AND SEPTEMBER 1932? 


-+» AND SEPTEMBER 1929? 
+e AND SEPTEMBER 19222 


bear during good times. 

Yes, Hamilton and its dealers have 
come a long way together. We’ve come, 
today, to something quite different 
from anything that has gone before. 
We have new elements of Government 
control affecting the generations-old 
relationship between Hamilton and its 
retail dealers. We have a world engaged 
in a more devastating conflict than his- 
tory has ever khown. We face a greater 
and more self-sacrificing task than has 
ever before confronted us. 

We're working day and night on our 
part in the job of winning the war. We 
know you want us to do that, for we 
know you're doing your share, too. 
We've both got our headaches now, 
and there are probably even bigger 
ones ahead. Merchandise shortages are 
going to be felt keenly. There won't 
be enough Hamilton Watches to fill 





the demand, even though there will be 
a fair supply available this Fall. 

Of one thing only can we be sure: 
This, too, shall pass! The war will be 
won, and we will come again to a Sep- 
tember when Hamilton and its retail 
dealer organization will be setting the 
stage for a record sale of Hamilton 
Watches. And in the meantime, we 
appeal to you for the same understand- 
ing spirit of cooperation which car- 
ried us through the tight spots together 
during some of those previous Sep- 
tembers. Hamilton Watch Company, 
Lancaster, Pennsylvania. 


Haim i ton 


AMERICA’S FINE WATCH 
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THE FINEST LINE OF ENGRAVED WEDDING RINGS a Sei oom 





WHEN YOU WANT Oua if; ry. = 


LOOK TO BRISTOL 





DIAMOND WEDDING RINGS AND MOUNTINGS 


SOLD THROUGH WHOLESALERS 

















INVEST IN LIBERTY CONTINUE TO BUY WAR BONDS 
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A town in sunny Spain, 
That built its fame on leather 
With smoother,diner grain. 


“Cordovan” has glamour; 
In English it’s “cordwain.” 
But some folks call it “horse-hide” 


That’s talking mighty plain! 


Cordovan is only 
One-twelfth of Kreisler’s line 


Of traffic-building watch straps 


In leathers “genu-wine”’! 


‘its... 








AMAN’S WORD 


A Monthly Comment by Jacques Kreisler 


This is a word 
\ for one of the rejected. 
His classification is 4-F, 
Long before Pearl Harbor, 
Bill tried to enlist 
in the Navy; 
then the Army. 
He was rejected -- 
something about his heart. 





With Selective Service, 
the call for men 


; Vatch strap business is vour’ business! And there’s extra profit in 

| grew louder. 

‘ for you when you feature the complete Kreisler line of jeweler’s But when Bill's turn came, 
3 i Es ——— Weer again the Medical Examiner 
lity straps. A variety of styles in twelve different genuine leath 

: shook his head. 

ait plus a wide choice of Cool-Cloths in army colors. Sold through : 

. The boys around him 

be elers-only, like all Kreisler ladies’ and men’s Accessory Jewelry were called up... 

* 

le Ed, Jack, Elliott... 


JACQUES KREISLER MFG. CORP. And as the Honor Roll 


at the factory grew, 
futility clouded 
Bill's spirit. 


y\5I RICH NORTH BERGEN, N, J NEW YORK SHOW ROONI l 


Then one day 

War Orders came 

into our plant. 

And Bill found his place. 
He was cheerful 





with the importance 

of his new war work. 
Yesterday, 

one of his »uddies on leave 


stopped in at my office. 
After chatting 
about Army life, 





: : we talked about Bill. 

} ss "It's been tough on him," I said, 
"but he never really complained." 
"No," said the boy in khaki, 
"he's a real soldier, that guy!" 
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In none other than Marvella Replicas of O 


vibrant, deep-sea iridescence once the exclusi e herit 


* Your order for but a few. ) 
make your store name a part of the full-page ad ) 


appear in the Xmas issue of Esquire magazine. 


women in your town about Marvella Replicas 
specially designed to direct them to your | 
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ished endlessly so that their inimitable lustre may 
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Pearls of great beauty need not be priceless Orientals 


YOUR STORE NAME GOES HERE 





LA ORIENTAL PEARLB 
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Old skills for new tasks... 


A craftsman is one who loves his trade 
and gives his best to it. 

The jeweler, devoting his years of 
skill to the peaccful task of 
fashioning things of 
beauty, translat- 
ing into golden 
reality the crea- 
tive imagination 
of the artist’sde- | 
sign, stands out 
as a craftsman 


of a high order. 


BE i i 


But today the 
old skiils are 
turned to new 
tasks. Precious- 
jewelry workers in 
our several departments 
are busy making parts for the tools 
of war, turning to sterner usage the 
techniques learned from those who 
came before. These parts are often 


small, delicate “bits and pieces” —some- 





times looking strangely like jewelry — 
but each with its destined appointed 
place in the pattern of Victory. 


All of us at SHIMAN-OF- 

NEWARK are proud to 

be a part of this 

great task, hap- 

py when our 

skills and facili- 

ties can be used 

in the war effort. 

For we know 

that something 

more precious 

than gold is be- 

ing fashioned— 

the restoration 

of Liberty to the 

world, the democratic re- 

spect for the dignity of Man and the de- 
cency of human relations. To work with 
fellow jewelers in a war production 
pool, giving of our collective best for 


the common good, is a privilege indeed. 





i Of NEWARK 


SHIMAN MANUFACTURING CO. INC. 


113 MONROE ST., NEWARK, N. J. 


NEW YORK SALES OFFICE: 15 MAIDEN LANE 


Reon te A'S OUTSTANDING GOLD LINE 
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THE LEADING RING FINDINGS MANUFACTURERS 


Karlan & Bleicher, Inc 


vceaueauemy CREATORS and DESIGNERS OF “PERFECT” RING FINDINGS = 
romanuracrurers ano wroresaers 188 WEST FOURTH STREET * NEW YORK CITY 


MOUNTINGS e SHANKS e SETTINGS « WEDDING RING BLANKS « IN GOLD AND PLATINUM 
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Due to the restrictions imposed on metals, there is a definite limitation in the 
volume of merchandise that we are now able to distribute. At the same time, 


the J-B plant is steadily assuming a bigger role in government war work. This 


means that the manufacture of watch bands is being relegated to a secondary 
place in favor of the “all-out effort’. In the meantime we shall continue to serve 


roll amo ltielil-la Meh Me 7-11 Mol Mm 2-Meel Mtlale-1aeinl-Me iad liitsiclala-te 
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To explain the success of Lovelight Dia- 
mond Rings in a phrase: they offer Class- 
Appeal Quality at a Mass-Appeal Price . . 
Your first inspection of these rings — in 
solitaires and sets — will convey their high 
promise of profit and turnover. See the dis- 
tinguished new models in the comprehen- 
sive Lovelight Fall selections. 
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the cords. Then the outer lever 


into place. 


3. The cords are now permanently in 
place. There is absolutely no danger of 


loosening or unfastening. The double-— 


lever matory action does its job well. 


) GEMEX COMPANY 
1200 Commerce Ave.. Union. N. J. 
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Your own experienced eyes will agree that the 
exquisite line of Swiss Rolex chronometers 
is “‘a thing of beauty.’?’ And men who wear 
these world-honored wrist watches will tell you 
that they are even more... that they are “a joy 
forever”? because of their expert construction,. 
magnificent quality and precision timekeeping. 
They are tested to 5 positions and 2 adjustments 
for temperature. They are the original per- 
feeted waterproof wateh with exelusive 
patented crown. Winners of highest awards for 
wrist watehes in European Observatories and 
winners of many other distinetions, both mili- 
tary and eivilian, the Rolex Oyster, the Rolex 
Oyster Perpetual and other Rolex examples 
of wateh craftsmanship add genuine prestige 
wherever they are sold. To leading jewelers 
whose clients would be interested in these 
ehronometers of unbelievable accuracy, each 
accompanied by an official timing certificate, 


we extend an invitation to write for information. 


The Masterpiece of Watch Craflsmanship 


§80 FIFTH AVENUE NEW YORK ciTy 
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UNFAILING SIGNS OF 


For nearly a century, the Wood trademark on a 
ring has been the very mark of quality—represent- 
ing superb craftsmanship, exclusive beauty and, be- 
cause of these two, ready saleability. 


Today, the sound and efficient organization which 
has made the Wood name a proud one in the ring 
field is devoted to the service of our country. Not 
just since Pearl Harbor but for a whole year now 
our machine and tool departments have been oper- 
ating 100% on War Work. Through careful plan- 
ning and conversion of our facilities we have been 
able to turn our plant to war production and at 
the same time maintain our service to you. 

















We pledge ourselves to continue this policy for 
the duration. 


R. WOOD & SONS, Ine 


216 EAST 45th STREET 
NEW YORK, N. Y. 








Members of Gemological Institute of America. We maintain a 
Certified Gemologist. Support Your Jewelry Industry Publicity Board. 
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... to be continued 


Within the limits imposed by its substantial war 


effort...Swank continues the merchandising of 
men’s jewelry. 

Swank, strongly promoting sterling and gold 
filled jewelry, through national advertising in col- 
or, makes possible a new record of profit for you. 

These qualities are now more salable than ever 
because of the era of increased purchasing power. 

With government needs our first consideration, 
we are glad thus to be able to continuously sup- 
port the dealers who helped us make men jewelry 


conscious. 


SWANK, INC. * ATTLEBORO, MASS. 


NEW YORK OFFICE: 377 FIFTH AVENUE 








THE CHRISTIAN SCIENCE MONITOR 


Weekly Magazine Section 








Upper Left—t8 Center Left—t9 Lower Left—t10 Upper Right—t11 Lower Right—t12 


RINGS FOR MILITARY WEDDINGS 


We are at war today. In time to come, today 
becomes yesterday. Knowing that “Romance 
never dies”, neither today’s nor yesterday’s, 
no better story may be told than that which 
is engraved on the hearts of the American 
youth of 1942, firm in their purpose of vic- 
tory and ever proud of their “part” played. 


This is exemplified in the “WAR-TIME 
BRIDAL RING”—a story of war, romance, 
separation, and the hoped for reunion told 
on a graven, golden band—as interesting 
today as it will be interesting tomorrow. 


Designs, heavily pierced, to emphasize the 
insignia of each service. 


Made in 14K—also in matching sets. 


Patent Pending— 
All Rights Protected 


The lower seven beautifully conceived wed- 
ding rings express various sentiments and 
supreme skill in artistic execution. 


Kousin Jewelry Company 


12 JOHN STREET, NEW YORK CITY Phone Worth 2-5932 
Pacific Coast Distributor: A. M. Walker—}50 Post St., Sen Francisco, Calf. 
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A distinctive array of finely designed, heavy weight 
Sterling Silver Boudoir Sets, Compacts, Cigarette 
Cases — Hand Engraved, Hand Engine Turned, also 
Gold Inlay effects. 

(Delivery October) 


ELGIN AMERICAN is doing its share in the 


production of vital war materials. 


ELGitowvN AM ERitIC A N 


ELGIN, ILLINOIS 
New York Chicago 
358 Fifth Avenue 55 E. Washington St. 
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| USED TO\BE A 


WATCHMAKER).QUT 


y) 


OO OLD to shoulder a gun, am I? So what! I’m 
helping the boys on the firing line get the stuff 
they need to fight. 

For 30 years I worked at watchmaking. But now 
I’m making things that will help blow Hitler and 
Hirohito to hell! 

The fact is, my friends, that the army and navy 
needs precision parts and precision instryments in 
tremendous quantity. Up here in Waterbury at the 


Benrus plant, we’re turning these out—working on 
tolerances as fine as one ten-thousandth of an inch. 

There are lots of good men like me here at the 
benches—old-time watchmakers, skilled specialists, 
trained technicians—too old for the front lines, most 
of us now. But not too old to do vital work—putting 


our skill and know-how at our country’s call. 
We’re working up here day and night, seven days 
a week. Driving our machines, driving ourselves, the 








whole Benrus organization doing its damnedest to 
beat all production records. 

Don’t scold us if you can’t get as many watches as 
you need. These days Uncle Sam comes first. We’re 
fighting mad and we’re going to stay mad and keep 
fighting until this job is done. 

J. O. L., Dept. 7, Benrus Waterbury Plant 


Benrus Watch Company is proud of the fact that it has been engaged in 
the country’s war effort for more than two years. 


BENRUS 


THE SHOCKPROOF WATCH OF GUARANTEED ACCURACY 
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NEW JERS 


INTERFERE WITH WAR EFFORT 
IRVINGTON, 


FOR WAR PRODUCTION 
CHAIN CORPORATION 
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Us. 


YOURE FIRST! 


BULOVA’S DOUBLE-DUTY JOB...PRODUCING VITAL WAR 
INSTRUMENTS AND WATCHES...MEANS LESS WATCHES FOR YOU... 


BUT... here's how to Double the Selling Power of watches you do get! 





Not much doubt about it — Bulova 
Watches are your best drawing card. 
So, go ahead feature them in your ads 
and windows. Use Bulova to build store 
traffic. Then—with increased traffic— 
sales on other merchandise will jump. 


Today, you may not have as many 
Bulova Watches — but their “pulling 
power” is just as great... in fact 
AIR WARDEN 
15 jewels . . $2975 greater than ever before! 


On the Battle Fronts and Working Fronts — All right! Put that power to work! Let 
Bulova carry the selling load of your 


other gift items — and you'll see your 
present Bulova stock do double duty. 
Times America to Victory! 
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*** AND WE’LL 
KEEP IT FLYING 


The entire Handy & Harman organization is proud to be 
among the first to receive the combined Army-Navy “‘E” 
Award ‘‘for high achievement in war production.” 





For some time now, we have been producing silver and 
silver alloys for war and essential industrial uses . . . Silver 
for airplane bearings, silver for gun recoil mechanisms, 
silver for electrical contacts and silver brazing alloys for 
thousands of metal joining jobs in the making of ships, tanks, 
guns, airplanes and shells. 





Our silver brazing alloys, Sil-Fos and Easy-Flo particularly, 
have done an outstanding job. For many months their use 
has been 100% for war production . . . which has multiplied 
many times in little more than one year. 


The loyal men and women of Handy & Harman tackled this 
task of increasing production with a fine spirit ...and the 
Army-Navy Award conferred on them testifies as to the 
success of their efforts. 


But the battle is not over. Even greater efforts are called for 
...and will be gladly given. The entire Handy & Herman 
organization is determined to keep the ‘‘E’’ Flag flying until 
final victory is won. 





HANDY & 


82 Fulton Street 


Bridgeport, Conn. Chicago, II. Providence, R. I. Toronto, Canada 
° 











\¢ ar production entrusted 
to us is precision work call- 
ing for craftsmanship of the 


highest order... skill won 
through many years of mak-. 
ing America’s finest office 
and portable typewriters. 


SMITH-CORONA 


OFFICE PORTABLE 


Lypewriters 


L C SMITH & CORONA TYPEWRITERS INC SYRACUSE N Y 
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FOR MEN IN SERVICE... 


FOR SCHOOL CHILDREN... 










NEET plastic 
identification 
tag neck chains 
are individually 
mounted on 
colorful dis- 
play cards. 









| LASKO STRAP COMPANY - 26 Exchange Place - Jersey City, N. J. 4 
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Others Gan Do It!! 
SO CAN WE!!! 


IRST, LeStage must do its utmost 
to add in every way to the winning 
of this war... and that’s that. 


Second, without interfering with “first- 
things”, we must do our utmost to help 
preserve America’s jewelry trade for 
its deserved share in the after-victory 
future ... and to help it find ways to 
“pay the piper” for as long as the 
piper’s tune must be a battle-hymn. 


Little South Africa... “little” only 
because its white’ population is but 
slightly larger than that of the city of 
Philadelphia . . . declared war on the 
Axis with nothing to fight it with, 
neither Navy, Air-force nor Indus- 
tries conceivably convertible to war- 
production ...and with an army about 
ee size of an American big-city police 
orce. 


It had the money to buy what it needed 
from England or America... but at 
that time neither England nor America 
could spare it as much as a dozen ten- 
penny nails, let alone planes, tanks, 
shells, ships, guns. 


They wanted to arm South Africa. 
But they couldn’t. 
Look at South Africa today. The Gov- 


North Attleboro, 
Massachusetts 


U. 


S. A. 


ernment Mint at Pretoria is turning 
out a million rifle bullets a day; a fac- 
tory that used to make iron pipe is 
turning out modern mortars; in less 
than six months they had a “from-the- 
ground-up” factory turning out shells; 
a soft-drink bottling plant is making 
howitzers; another factory, making 
bombs, used to produce those big Kaffir 
kettles they say the cannibals used for 
cooking missionaries. 


South Africa made “bricks without 
straw”. She had nothing for her own 
protection. She could get nothing for 
defense or offense. TODAY she is 
even supplying her Allies with some 
sorely needed fighting tools. 


At the moment there’s little from which 
new jewelry can be made. Tomorrow’s 
picture may be brighter, or temporarily 
gloomier. But, rain or shine, hell or 
high water, LeStage intends to fight it 
through for you. 


We’re turning out all we can... dis- 
tributing it as fairly and as promptly 
as we can... and searching at all points 
of the compass and way-stations to find 
ways to do something more for you. 


Thanks for your patience and loyalty 
and friendship. WE’RE TRYING 
TO DESERVE THEM. 


LeSTAGE MFG. COMPANY 


a 
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CROTON WATCH CO. « 48 W. 48th St.2 NEW YORK 
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Put more TELLING 
into SELLING... 


and tell your customers 


how Gold Filled and 
Rolled Gold Plate 
are “Rolled Under 


Pressure” 


he ee 


The more prospects you tell about the time-proved 
Gold Filled and Rolled Gold Plate manufacturing process, 
the more customers you will enjoy. For prospects — both 
men and women — appreciate being told the reasons why 
Gold Filled and Rolled Gold Plate Jewelry give greater 
satisfaction for the money. 


It takes only a few well-spent moments to point out 
to your customers that Gold Filled and Rolled Gold Plate 
— and only this plate — are made by fusing a supporting 
base of silver alloy* to actual layers of Karat Gold and 
then rolling these combined metals 

















When your customers have possession of these 
quickly: told but important facts about Gold Filled 
and Rolled Gold Plate, they leave your store with 
the feeling that you know your business. And you 
can count on their purchases of Gold Filled and Rolled 
Gold Plate to bring them back for more. 





under tremendous pressures to make 


HARD COMPACT LAYER SUPPORTING BASE *The nickel and copper alloys formerly : 
the gold surface hard, dense, com- Pn soe ua used are now serving in the armed forces 
pact — more resistant to wear. OF KARAT GOLD of Uncle Sam. 











researcn pivision of Gold Filled & Rolled Gold Plate manuracturers 


HEADQUARTERS e PROVIDENCE e RHODE ISLAND 
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SERVES ON 
TWO FRONTS! 


1. D. has answered the call to the col- 
ors. |. D. precision workmanship —long 
and well-known to jewelry manufac- 
turers, importers, wholesalers and 
dealers — is now winning new honors 
(and never more proudly) in Uncle 
Sam’s service . . . turning out accurate, 
delicately balanced parts for Amer- 
ica’s juggernaut of Victory! 


At the same time that we devote a 
needed part of our facilities to Victory, 
we continue to meet the needs of the 
trade for |. D. American-Made Water- 
proof Watch Cases. There will be no 
sacrifice of quality . . . and if we can- 
not always supply you in pre-war vol- 
ume and with pre-war promptness, we 
know that you will understand. 


I. D. WATCH CASE 
COMPANY, INC. 


Factory and Offices: 
121 VARICK ST., New York City 


Manufacturers of FIRST American Thin Waterproof 
Watch Cases . . . FIRST American Ladies’ Waterproof 
Watch Cases . . . FIRST American Square Men’s Water- 
proof Watch Cases... FIRST Complete Line of 
American-Made Waterproof Watch Cases. 


BUY WAR BONDS AND STAMPS 








Pd 





This is the worker 
who saved a minute; 





The plane he made 
has fighters in tt; 





The fighters arrived 
in time to fight; 





The battle was won 


for freedom and right. 





And here’s the moral— 
set to rhyme: 





Winning a war 


depends on TIME! 





America has had to learn a hard 
lesson the hard way. Defeats, how- 


ever heroic, are still defeats. “Too - 


little, too late” makes a tragic epi- 
taph. . . . But we have learned. 
There’s high hope for the future in 
today’s fast-mounting war produc- 
tion. . . . Even so, we don’t dare 
ease up or waste one working min- 
ute. The shift from stubborn defense 
to smashing offense will take more 
production—more individual effort 


—and more careful timing all 
along the line. . . . That’s where 
Telechron Clocks come in. They’re 
already on the job in millions of 
homes and thousands of factories— 
measuring time with a quiet accu- 
racy no war ever knew before. And 
they'll stay on the job until Sam has 
made Adolf and Hirohito holler 
“Uncle”! ... No man need be late 
for want of a minute—if a 
Telechron Clock can help him. 


Telechron 


REG. U. S. PAT. OFF. 


ELECTRIC CLOCKS 


ALL with the famous self-starting Telechron 
motor, sealed in oil for silence and long life. 
Warren Telechron Company, Ashland, Mass. 
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Do your customers ever “stump” you 
with a question you can’t answer? At 
business gatherings do you have to step 
aside and let someone else talk and be in 
the limelight because you aren’t equipped 
to tell them? These authoritative and 
interestingly written books will be a great 
help to you on a wide range of subjects 
about your business. 


HAVE YOU READ THESE BOOKS? 


Look over the titles and see if you don’t 
want to have several of them. Just put a 
circle around the books you want on the 
coupon below, write in your name and 
address, attach your check, and send it to 
We will send them postage prepaid 
anywhere in the United States. The low 
prices of these books make it necessary 
for us to request remittance with the 
order, and no books sent on approval. 





For the Gem Expert, Connoisseur and Student 
of Gemology 


1 GEM STONES (NEW EDITION) 
G. F. Herbert Smith $4.00 
2 DIAMONDS (Frank B. Wade $2.00 
3 PRACTICAL GEMMOLOGY Robert Webster F.G.A. $2.00 
4 GEMS AND GEM MATERIALS 
Ors. Kraus & Slawson $3.00 
5 GETTING ACQUAINTED WITH MINERALS 
George L. English $2.50 
6 HANDBOOK FOR THE AMATEUR LAPIDARY 
J. H. Howard $2.00 
7 PEARLS V. J. Dakin $1.00 
8 STORY OF THE GEMS UH. P. Whitlock $3.50 
9 TEXT BOOK OF PRECIOUS STONES 
Frank B. Wade $3.00 
10 A KEY TO PRECIOUS STONES LE. J. Spencer $2.75 
11 PRECIOUS and SEMI-PRECIOUS STONES 
$3.00 
INDUSTRIAL 


Michael Weinstein 
12 DIAMOND AND GEM STONE 
PRODUCTION Paul Grodzinski $3.50 
13 FIRE IN THE EARTH, THE STORY OF THE 
DIAMOND James R. McCarthy $2.50 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 


14 CLOCKS AND WATCHES 4. L. Overton $1.25 
15 JUNIOR WATCHMAKER 4. Gideon Thisell $3.00 
14 WATCH AND CLOCKMAKERS HANDBOOK, 
DICTIONARY AND GUIDE 
(Newest Edition) F. J. Britten $6.00 
17 MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
18 PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein $3.50 
19 RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 
20 PRACTICAL BENCHWORK FOR HOROLOGISTS 


Louis and Samuel Levin 














$5.00 


ne a a A AE a 


21 MODERN WATCH REPAIRING & ADJUSTMENT 
Bowman & Borer $2.50 

22 IT’S ABOUT TIME 
Pawl M. Chamberlain $7.50 


23 KEYSTONE WATCH REPAIR RECORD — mee 


For the Jewelry Repairer, Engraver, Plater and 
Enameler 


24 JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 


25 sitecosanie* Gan CUTTING AND — 


Baxter 
26 JEWELRY AND ENAMELING 64. Pack $2.50 


27 JEWELRY MAKING & DESIGN § ose & Cirino $10.00 








28 REFINING PRECIOUS METAL WASTES ones 
31 METALCRAFT AND JEWELRY 
$1.00 
33 MODERN ELECTROPLATER 
34 THE STERLING FLATWARE PATTERN INDEX 
WITH NOTES ON SILVER SPOON TYPES AND 
Stephen G. C. Ensko and Edward Wenham 


Hoke 
29 SHORT COURSE IN ENGRAVING FOR 
JEWELERS Villiam Kassel $ .50 
30 ART MONOGRAMS AND LETTERING 
$2.00 
Emil F. Kronquist 
32 TESTING PRECIOUS METALS WITH THE 
Kenneth M. Coggeshall $3.00 
On Silver for the Jeweler, Collector and Anti- 
With Binder $15.00 
Without Binder $10.00 
LIST OF NEW YORK SILVERSMITHS 
(1815-1841) By the late Ernest M. Currier $16.50 
$2.50 
37 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 5S. B. Wyler 


(PAPER COVER) J. ™. Bergling 
$2.25 
TOUCHSTONE ©. M. Hoke 
quarian 
35 MARKS OF EARLY AMERICAN SILVERSMITHS 
36 ENGLISH SILVER (1675-1825) 
$2.75 


The Jewelers’ Circular-Keystone 


100 EAST 42ND ST., NEW YORK 


56TH AND CHESTNUT STS., PHILADELPHIA 


Please send me the following books: | 23456789 10 II 12 13 14 15 16 17 18 19 20 21 22 23 24 25 
26 27 28 29 30 31 32 33 34 35 36 37 for which | attach my check in the amount of $ 


NAME ... 
ADDRESS 
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BUSINESS...WITH A PITTCO FRONT 





HESE days, a lot of people have 
more money to spend than ever 
before. There are more engagements, 
showers, parties and weddings than 
usual. Hundreds of boys are depart- 
ing for the Service. All this means 
gifts. What can you do to make your 
store community gift headquarters 
for jewelry? 

Remodel with a new Pittco Store 


Front. That’s a tried and proven 
method. An attractive glass front 
catches the eye, draws customers, ad- 
vertises your store effectively. 

This is your chance to shine... 
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ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 
"PITTSBURGH stands for Zuality Glass and hil 


DRESS UP YOUR OLD STORE 
with a new Pittco Front and 
make your bid for more busi- 
ness. These ‘before’ and 
“after” views of a store in Har- 
vey, Ill., show how a Pittco 
Front gave it more sales ap- 
peal. Architects : Peterson & 
Peterson. 


See te ee ned er eer eee 









and to increase profits. Consult an 
architect for a well-planned, eco- 
nomical job. Our experts will co- 
operate with him. If you wish, you 
can pay for your Pittco Front with 
the Pittsburgh Time-Payment Plan 
—a down payment and the balance 


at regular intervals. Or you can prob- 
ably make similar arrangements with 
your local bank. 

Send the coupon now... 
for our free booklet showing some 
of the recent Pittco Fronts that have 
brought their owners better business. 











Pittsburgh Plate Glass Company 

2251-2 Grant Building, Pittsburgh, Pa. 

Please send me, without obligation, your new, 
illustrated booklet ‘‘Pittco Store Fronts—and Their 
Influence on Retail Sales.” 


| | en ee eee ae 
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CARRYING ON... 


NTERNATIONAL STERLING'S advertising continues this 

fall in Life—full pages every month—carrying on the 
dramatic campaign that won last year’s Annual Advertis- 
ing Award...the best-read advertising of any sterling 
silver manufacturer. 


International Silver Company 
MERIDEN, CONNECTICUT 
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Imperial Cultured Pearls ...The World's Finest 


Highlights from the newly designed line Made in 10Kt and 14Kt gold they are stud- 
of Imperial Cultured Pearl jewelry are ded with genuine rubies and flawless 
shown above. These are but a few of the Imperial Cultured Pearls — The World's 
smartly styled jewelry items which can Finest. Our stocks of these items are lim- 
mean more profits to you this Fall and ited. Write or wire now to be sure your 


during the holiday gift buying season. needs are covered. 


IMPERIAL PEARL SYNDICATE 


607 Fifth Avenue * 210 Post Street 
aay see 5 North Wabash Ave., Chicago Re gncrdinenot 


DIVISION OF THE AMERICAN JEWELERS BUREAU, INC. 
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Timely new Gruen campaign tells 
special story to build good-will for 
Gruen jewelers! 


With war news filling the headlines from coast to coast, it is 
tremendously important that customers understand how much 
Gruen is doing for the victory we are all out to win. That is 
why the new campaign tells the dramatic story of Gruen 
war. work! 

That is why the campaign is designed, not only to sell 
Gruen Curvex and Gruen Veri-Thin, but also to help customers 
understand why they may not be able to choose from as many 
models as formerly. 

It’s a campaign that’s custom-built to create new good-will 
for Gruen and Gruen jewelers. And for a climax to the whole 
campaign there'll be a big new Christmas promotion, launched 
by an ad with a heart-stirring war appeal! 

A big list of America’s most popular and authoritative 
magazines will carry this special Gruen story to, actually, 
128 million readers! And this powerful effort will be rein- 
forced by Gruen radio time-signals and announcements. Be 
sure to tie in with the sales-proved helps Gruen provides. 

The Gruen Watch Company, Time Hill, <n Ohio. 
In Canada, Toronto, Ontario. , 


SELL GRUEN WATCHES — BUT SELL WAR BONDS FIRST! 


ft 6 nese 


ee. ee | , * REGISTERED TRADE MARK COPYRIGHT 1942, THE GRUEN WATCH COMPANY 


| GRUEN...MAKERS OF THE PRECISION* WATCH...AND PRECISION INSTRUMENTS FOR WAR 
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SPEAKING OF 


HEN residents of Albuquer- 

que, N. M., needed a business- 
man to head their Retailers for Vic- 
tory drive in July, they chose Frank 
Mindlin, local jeweler. And a good 
man he proved to be for under his 
aegis an auction sale was held where- 
by purchasers received the entire 
amount of their bids in War Bonds 
plus the merchandise on which they 
bid. $100,000 was realized as a re- 
sult of the sale. 

Similarly in Boulder, Colo., mer- 
chants and citizens contributed 
“white elephants” as well as such 
items as cakes and chickens and eggs 
and ice cream which, it was an- 
nounced, would be auctioned off to 
the highest bidder, who would re- 
ceive for his money not only the item 
on which he had bid, but war bonds 
for the full amount of his bid. 

Thus such items as hammered 
aluminum trays brought a merry 
round of bidding, sold for as high as 
$50 each—a purchase of $50 in war 
bonds. Ice cream sold at $30 a 
quart; a used tire brought $240. 

Boulder jewelry stores were en- 
thusiastic supporters of the auction. 

The auction was most successful, 
will be repeated again soon. 


& 


ILL the new silver “nickel’’ 
have as little silver as the old 
“nickel” nickel had nickel? 

It seems that Treasury officials 
were ready to make 5-cent pieces 
out of a 50-50 combination of silver 
and copper. That was when foreign 
silver could be bought and sold 
freely at the world price of 353% 
cents an ounce. The silver content 
of the new 5-cent piece would have 
been worth about four cents. 
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JEWELRY TRADE 


But then the war industries needed 
large amounts of silver; the War 
Production Board halted jewelers 
and silversmiths from importing 
foreign silver, from using it at all 
after Oct. 1; and the jewelry indus- 
tries prepared to buy domestic silver 
by outbidding the Treasury’s price 
of 71.11 cents an ounce. With silver 
thus doubled in value, the new 5- 
cent piece would have been worth 
about eight cents. 

So the mints hastily stopped the 
8-cent nickel, which people would 
have melted down for its silver con- 
tent, and began working on new 
alloys which would. cheapen the 
metal by alloying a smaller quantity 
of it with steel or commercial man- 
ganese. 

The old nickels were made of 25 
per cent nickel and 75 per cent cop- 
per, and haven’t been minted since 
March because the WPB wanted to 
save both these metals for war uses. 


o © 


66 IVE a child a good pen and - 


pencil set and he’ll take care 
of it,” declares Joe Granat of Granat 
Bros.’ jewelry store, in the Mission 
District of San Francisco. “Just as 
the youngster of today needs clothes 
that don’t make him feel inferior, so 
he needs, too, first-class school 
equipment.” 

Believing the above thoroughly, 
Granat Bros. last year, during the 
back-to-school season, installed a 
full window featuring pen and pencil 
sets of quality for youngsters. 

A large replica of the most modern 
type of pencil suitable for school use, 
made of wallboard and cardboard, 
dominated the center of the window, 
the point resting at the center rear 


Jewelers 
Circular. 
Keystone 
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with wires holding the pencil on a 
slope toward the front of the win- 
dow. The pencil reached almost to 
the top of the glass at the front. 
Large rag dolls in gay, modern colors 
were placed at either side of this 
central display, a boy-doll on one 
side and a girl on the other. 

Pen and pencil business gave many 
valuable contacts and brought at- 
the-time sales in many instances 
when mothers came in to buy pen 
and pencil sets. for their daughters. 
The little girls also expressed a de- 
sire for rings or necklaces, and the 
mothers bought. 


© 
NSTEAD of keeping charms for 


charm bracelets in the bottom of 
the case where they are difficult to 
distinguish, Bohm-Allen Jewelry Co., 
of Denver, now shows these clever 
and profitable items on a series of 
special easels on top of the case— 
Charms are suspended on _ tiny 
threads in fifteen rows across the 
easels, including miniature airplanes, 
jeeps, trucks, sewing machines, 
pianos, keys, thimbles, golf balls, 
aviation wings, etc. Each is priced 
with a small oval celluloid tag which 
clips into the satin at the back, giv- 
ing prices of $1.50, $2.00, $2.50, etc. 
The result of this change has been 
the sale of from 20 to 30 charms a 
day at average—most of the new 
volume coming from customers who 
while away a few minutes while 
awaiting a salesman in looking over 
the charms, and are pleased enough 
to buy one or two for gifts or to 
add to their own bracelets. Actually 
four times as many can be sold with 
this simple idea than when they were 
displayed in cases. 
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Unite Now! 


—say 90 per cent of retail jewelers 


Jewelers’ Circular-Keystone’s coast-to-coast poll shows overwhelming 


sentiment among both cash and credit stores for prompt merger 


of two jewelry groups into a single, strong, united association 


F anyone supposes that the bogging down cf the 

merger negotiations between ANRJA and NACJ 
last spring has ended the interest of the rank and file 
of retail jewelers in the idea, or killed their desire for 
a strong unified organization that would represent all 
of them alike, he is very much mistaken. Or, if the 
officials of either of the present organizations think 
that their members, aside from themselves, are very 
seriously concerned as to whether the majority of the 
directors come from ANRJA or NACJ, they are 
equally in error. 

The jewelers whose memberships are the associa- 
tions, even though their names don’t appear on the 
letterhead, want just one thing—and want it quick. 
That one thing is a union of the two national organiza- 
tions on any reasonable basis, so that the industry may 
present a strong united front to deal with the multitude 
of problems that beset it. 

Those facts are clearly shown by the results of the 
straw vote of retail stores taken by Tue JEwe ers’ Cir- 
cuLaR-KeysToneE during the latter part of August. 

On Aug. 15, a circular letter asking for an expression 
of opinion on a suggested plan of unification was mailed 
to a list of approximately 1700 retail jewelers covering 
every one of the 48 states and including both cash and 
credit establishments. The list was prorated between 
the states in roughly the same proportion as the total of 
all jewelry stores. For example, 160 names were taken 
from New York, 110 from California, 108 from Massa- 
chusetts, 72 from Ohio, and so on. 

The list was drawn from both large and small com- 
munities, and was so selected as to include an equitable 
representation of small, large and medium sized stores. 
1033 of them are listed in the Board of Trade Directory 
as “cash” stores, and 645 are credit establishments. 

Exactly how many of these are members of ANRJA 


and NACJ, respectively, it is impossible to state, since - 


of course, we do not have access to the membership 
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roster of either, and no pretensions are made that this 
vote is anything other than an expression of the view of 
a representative cross-section of the retail jewelry 
trade. It is to the official vote of the membership which 
would have to be taken before a merger could be ac- 
complished what the Gallup poll is to a national elec- 
tion. Like the Gallup poll, it is based on a sample that 
typifies the entire electorate, and we believe that, like 
the Gallup poll, it accurately represents the results that 
would be found in a complete official vote. 

This is all.-the more true in view of the tremendous- 
ness of the majority favoring consolidation. If the result 
had been clese, it could be reasonably argued that an 
official vote of the entire memberships might go the 
other way, but when a straw vote of a fairly selected 
sample shows a nine to one preponderance, there isn’t 
much room for argument. 

The retail jewelry industry wants one unified organi- 
zation to represent its interests, and it doesn’t particu- 
larly care how many of the directors come from 
ANRJA and NACJ. 

Because this point had been the stumbling block on 
which the previous negotiations had stalled, the program 
outlined in our circular letter purposely avoided any 
suggestion as to the way the directors should be divided 
between the two present organizations. 

Instead, it proposed that the two might unite under 
a board of 15 men to be elected by the members, and 
that at least seven should be credit jewelers, but with- 
out stipulating their exact number, or what their 
present affiliation should be. Such a formula allows a 
wide latitude, yet nearly nine out of every ten votes 
approved it. 

The board, under the plan suggested, would elect one 
of their own number as chairman, and would employ 
a paid full-time executive to direct the affairs and activi- 
ties of the association under the policies determined by 
them. Under him would be a paid secretary in charge of 
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details, and a separate credit division under a com- 
petent man who would have full responsibility for such 
things as problems of credit selling regulations and 
credit selling practices. 

Recipients of the circular were asked to indicate one 
of three choices: 





1. Approval of the merger on the basis of the 
program described. 

2. Favoring a merger but suggesting changes in 
one or more details. 


3. Disapproval of any merger. 


The circulars were mailed on Saturday, Aug. 15, 
and the first replies came back on Tuesday, the 18th. 
This is being written on Friday, the 21st, up to which 
time a total of 236 ballots have been received. Of 
these, 192, or 82 per cent, approve of the plan exactly 
as presented. Twenty, or 8 per cent want a merger, 
but suggest various modifications of this particular pro- 
gram, including four men who want ANRJA to have a 
majority on the board, and four who want an equal 
number from each association. (Yes, there are still a 
few die-hards on both sides, but they’re mighty few.) 

The remaining 24 votes, or 10 per cent, are opposed 
to the whole merger idea. Against these a total of 90 
per cent want some kind of merger, and only 4 per 
cent of these are particularly interested in how the 
board is divided between the present associations. The 
negotiators of last spring seem to have been straining 
at a gnat. 

That the percentages mentioned above will be affected 
by votes still to be received, or that they would show 
any marked change in a vote among a still larger num- 
ber of jewelers seems unlikely in view of the remarkable 
uniformity with which the votes have divided each day 
since the balloting began. Each day’s mail showed the 
same percentages with variations of less than 1 per 
cent in any group. 

A few typical samples of the many comments writ- 
ten on the ballots may be of interest. 

From Georgia: “We are definitely in favor of a mer- 


ger of the two organizations on any fair and equitable 
basis. The continuing of two associations at logger- 
heads with each other is the worst thing that can hap- 
pen to the jewelry industry.” 

From Wisconsin: “No matter what arrangement is 
made, the merger of all the jewelers will be doubly as 
effective as the present set up.” 

From New York State: “Only the unity of all ele- 
ments will give the jewelry industry the united front 
so essential to getting things done and making the 
proper impression on those who hold the reins of 
power.” 

From Illinois: “Your plan looks good to me. This 
is certainly the time to cooperate and not fight among 
ourselves.” 

From Ohio: “We are in favor of a merger on the basis 
of the program you describe. Especially during these 
critical times we should work together as one organiza- 
‘tion. Surely any small details can be ironed out to the 
satisfaction of everyone.” 

From Indiana: “Any equitable merger is okay with 
us.” 

From Michigan: “I feel that there should be a mer- 
ger on any plan as a working basis for the present. It 
can be reformed later as conditions necessitate.” 

From Louisiana: “I favor the merger on the basis 
you describe. It is my opinion that the two present 
associations should either merge or dissolve their asso- 
ciations, so as to allow the formation of one strong 
active organization that would properly represent the 
retail jeweler.” 

From Connecticut: “Such a plan is certainly the one 
method by which the jewelry industry can have a 
strong, effective organization.” Rah 

From Ohio: “Something must be done or the small 
jeweler will be forced out of business. I am for your 
plan 100 per cent and my check will be forwarded any 
time you ask for it.” 

From Michigan: “One strong organization is a lot 
better than two fighting each other.” 

(Please turn to page 85) 


Here is a diagram of the plan suggested by J.C.-K. for the working organization of a merger of the 
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Jaccard's gift section is democratic. Tumblers $20 a doz.; also $1.75. 


when shortages developed for articles made of critical materials, 


this store expanded two departments that are free from war restrictions; 


sales and traffic here compensate for priority inroads in other lines 


The 3,500,000-man Army means people are writing—and paper's priority-free. 
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by ROBERT A. LATIMER 


eng abhors a vacuum; if something is taken 
away, she tries to replace it with something else 
to make up the original loss. 

Wide-awake jewelry men don’t need a B.S. degree in 
Physics to realize that when the war production pro- 
gram cuts into or cuts out some particular lines of mer- 
chandise—watches, clocks, low priced jewelry, to men- 
tion some that are currently short; plated silver and, 
especially for credit jewelers, typewriters, radios and 
electrical appliances, lines that cannot be replaced— 
then it is common sense and good business to expand 
whatever departments you have that don’t use critical 
materials, and, perhaps, to develop some entirely new 
departments. 

By stepping up inventory, display and selling activ- 
ity in non-critical departments, the chilling danger of a 
vacuum or a near-vacuum can be neatly sidestepped. 

Mermod-Jaccard-King Jewelry Co., of St. Louis, is 
one of the many well-managed jewelry stores that saw 
shortages coming, and decided to do something besides 
worry. The idea, of course, was to pick likely-looking 
non-critical departments and expand these, with more 
space and promotion, to take up the slack sure to come 
in other departments. 

The gift and the stationery departments, chosen as 
ideally suited for this purpose, were formerly small sup- 
porting sections; now, under war pressure, they’ve 
blossomed into major departments with heavier traffic 
and vastly increased sales volume. Gifts and stationery 
are carrying a substantially heavier load, and probably 
will carry on at the same rate, even after the duration. 

The Jaccard “revolution” of its gift department is 
nothing short of sensational. Managed by Mrs. Kathryn 
Settle, veteran buyer whose costume jewelry department 
methods were featured previously in Jewerers’ Crrcu- 
LAR-KrysToNE, it has been expanded from a small bay 
in the rear of the store to a 60-foot shop running en- 
tirely across the front of the store under the mezzanine 
baleony, where a majority of entering customers must 
pass it to reach other areas. Handsome ebony black 
woodwork combined with a pastel ceiling and concealed 
fluorescent lighting make it instantly attractive. Rear 
wall is covered with mirrors, against which are three 
levels of glass shelving under powerful direct light 
from above. On this shelving, and in a front counter 
for smaller items, are displayed non-critical gift lines 
all the way from $1 to $150 and even higher, including 
glass, crystal, porcelain, underglaze china, Borghese, 
pottery and wooden items. All stock is on display in a 
$5,000 inventory, little or nothing being held back in 
the stockroom above. 
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“Exempt” Lines Work for Jaceard’s 


With this big gift shop, Jaccard’s has entirely 
“democratized” gift selling with the idea of appealing 
to everybody and selling in all price lines with equal 
facility. “We've made it a flexible department with a 
horizontal customer bracket,’ Mrs. Settle explained. 
“For example, we sell sets of table tumblers priced 
from $1.75 to $20, and show them side by side. We’re 
geared to attract the housewife with a few dollars in 
her handbag as well as the wealthy woman who comes 
in and asks us to pick something out for $50. 

“T believe that the gift departments in jewelry stores 
have been too snobbish, showing merchandise too artistic 
or ‘highbrow’ for most customers; breaking backs to 
obtain expensive imported gifts which have at best a 
narrow market, and generally frighten away the average 
customer. 

‘“‘We’ve made our gift department as democratic as it 
can be, and though we are still selling imports from 
England, Portugal, Finland and Latin America, we play 
these down in favor of well-known American brands. 
We show moderately priced humidors and pottery: where 

(Please turn to page 71) 


Enclosures in Jaccard's monthly review fre- 
quently feature some gift or stationery item. 








To interest War Industry Workers 
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. . patterns in sterling, china and glass shown in three shadow boxes, made 


from picture frames of characteristic designs. Display units like these can also be used inside the store. 


with 12,500,000 now in war work, many families can be persuaded 
-after buying bonds--to acquire long-desired good things for their homes 


by VIRGINIA DIXON 


OR those left behind the fighting lines these days, 

the Home Front has become a responsibility. And 
a great responsibility it is. Ours is the task to keep up 
the homes we are fighting for—to keep home ties strong 
and fine—-to start the new war-wedding homes off on 
firm and substantial bases. 

Here is a bit of war effort in which jewelers’ windows 
ean surely do their bit. The merchandise in which you 
deal is the stuff of which family memories are made— 
the family dinner table, laid with gleaming appoint- 
ments and circled with good talk; the shining simple 
jewels on a mother’s loving hands; a graceful brooch 
or bracelet, token of the affection of a loved one now 
far away. Such ideas should be used to key the mer- 
chandise in your windows to the sentiments of today’s 
war world. 

Because of war industry jobs held now by both men 
and women, many families who could not in the past 
afford the fine accessories they desired for their homes 
are now finding that they can have these things for 
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which they have yearned so long. The majority of 
these families realize the futility of squandering their 
new earnings, however generous they seem at the 
moment, on frivolous gadgets which will soon be out- 
worn and outmoded and after investing their share in 
war bonds, can be persuaded to put the balance in 
things which they can enjoy for years to come and which 
will foster affection and appreciation for their home in 
their children. 

A display to appeal to these customers is suggested 
in one of the accompanying sketches. Three picture 
frames of varying types of design are used to frame 
shallow fabric lined shadow boxes. China, crystal and 
silver flatware are grouped in each shadow box in 
harmonizing patterns to correspond with the design of 
the frame. The copy—‘Traditional, Romantic or Mod- 
ern—Here Are Patterns to Suit Your Taste’”—is hand- 
lettered on a ribbon scroll which extends across the 
background of the window. Additional pieces of silver 
and china may be grouped in the foreground of the win- 
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War homes are often 
transient, so wedding 
gifts should be small, 
sturdy, well-made. This 
effective, yet simple, 
display uses a card- 
board "drawing board," 
together with wedding 
bells, love birds, wed- 
ding invitation and bou- 
quet to advise making 
the right start with gifts. 





dow. ‘The picture frames can possibly be borrowed 
from a cooperative dealer in return for an acknowledg- 
ment card in the window or they can be inexpensively 
constructed from lengths of molding in appropriate 
patterns. The copy may be changed to suit whatever 
pattern groups your merchandise best illustrates. 

Display units such as these may also be used inside 
the store and have the advantage of relating several 

‘ lines of merchandise, thus encouraging additional sales. 
If the shadow boxes are made sufficiently shallow, no 
lighting in them will be necessary, but if it is possible 
te light them individually, the effect will, of course, be 
more dramatic. A royal blue velveteen is suggested for 
lining the boxes. 

The emphasis in wedding presents this year will be 
on small pieces and small quantities of really nice 
things, for such presents now must be sturdy and prac- 
tical enough to travel from coast to coast or beautiful 
and fine enough to repose in trunk or attic until the war 
is over and come out with beauty and usefulness un- 
dimmed. If wedding gift displays are to be effective 

















selling helps this year, this point should be gotten over 
in the selling message and demonstrated in the selection 
of items shown. 
* A wedding display is suggested in another of the 
accompanying sketches. Cardboard and paper cut-outs 
form the background “drawing board” motif. A large 
sheet of drawing paper is thumb-tacked to a slightly 
larger cardboard “drawing board.” Decorative paper 
cut-outs of wedding bells and love birds, a real wedding 
invitation and a wedding bouquet are all tacked to the 
“drawing board.” The copy, “Are You Making Wed- 
ding Plans?’ is lettered on the drawing paper, and a 
cardboard cut-out of a T-square carries further copy. 
A grouping of cones made of colored paper to harmonize 
with the cut-outs is used to display a selection of wed- 
ding and engagement rings. For the ribbon indicated 
on the background design, paper or very stiff or starched 
silk will be found the easiest to handle. 

For both practical and sentimental reasons, interest 


has turned in these war days to things bearing the 
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"Made in America” is 
a proud symbol; eagles, 
stars and other patriotic 
motifs available from 
display houses provide 
an appropriate back- 
ground for a showing of 
silverware, jewelry and 
giftwares of U. S. origin. 
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Sketches made on the spot show the customer how an 
attractive new article of jewelry may be made from one 
or more out-dated pieces now valued only for sentiment. 


No Inventory 


de N eeded 


For Redesigning 


In remodeling old-fashioned jewelry. 
L. E. Hevey also has few tax problems, 


and gets cash immediately on delivery 


by HARRY R. TERHUNE 
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“fy EARLY every family,” says Lawrence E. Hovey, 

Pasadena, Calif., retail jeweler, “has some piece 
of jewelry about which there is a sentimental factor. 
These pieces may be good or they may only be an inex- 
pensive piece of sardonyx, but most of them can be re- 
styled into something modern and artistic. The jeweler 
who will take the time and trouble to develop this re- 
styling business will find that he is opening up a field 
whose volume will surprise him.” 

Mr. Hovey should know, because he has been doing it 
for more than ten years, and the re-styling of old jewelry 
is today one of the major departments of his business. 

“Strong boxes and top bureau drawers,’ Mr. Hovey 
continued, “contain thousands of pieces of old jewelry 
which people treasure for sentimental reasons, but which 
they seldom if ever wear because it is old-fashioned and 
unattractive to present-day tastes. 

“Few of these people realize that their treasured me- 
mentoes can readily be transformed into beautiful mod- 
ern pieces which they can take pride and pleasure in 
wearing. They’re delighted to find that it can be done 
because the actual wearing of a piece of jewelry with 


THE JEWELERS’ CIRCULAR-KEYSTONE 








sentimental associations perpetuates the sentiment and 
makes it a more living thing than if the old keepsake 
were dying away at the back of a drawer, gathering dust 
and half forgotten.” 

Today jewelers have an unexcelled opportunity for 
rendering a truly welcome service in the re-styling of 
jewelry. War invariably brings a flood tide of emotion 
and the sentimental appeal is unusually strong. This 
war condition will probably last for a long, long time, 
and with its attendant loss of our splendid young man- 
hood, will cause many families to want some mementoes 
perpetuated. 

Many a scarf pin has been made into a ring. A man’s 
watch chain becomes a necklace. Eight stick pins and 
an old gold chain are transformed into a colorful brace- 
let. Grandfather’s hunting case is granddaughter’s com- 
pact. A broken cameo is made modern and saved by 
adding gold strips to hide the cracks, and give the ap- 
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Hovey's advertising is persuasive 


Large-size water color sketches prove the contrast between 
“before and “after. Jeweler Hovey uses these sketches 
to illustrate his lectures, as ~vsll as in his display windows. 
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Letter offers one or more designs 


pearance of a lady looking out of a lattice. A large piece 
of garnet that had been dropped and cracked was brought 
in. A band of gold across the back holds it together and 
is “tied” in a bow knot at the top of the front to make 
an artistic brooch. Not only can heirlooms be revamped 
yet retaining their individuality, but broken odds and 
ends made into interesting pieces of real merit. The pos- 
sibilities are unlimited. 

From the jeweler’s own selfish point of view, these 


(Please turn to page 69) 
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A carpenter in Newport makes $78 a week: a plumber, a fitter, an electrician 
even more. Some of their daughters, after a few weeks of stenographic train- 
ing, earn $50 a week. These gold-lined pay envelopes can buy "nice things.” 


Newport Has New Kind of “New Rich’ 


the Vanastorbilts and their butlers are just a memory. with thousands 


of service men and industrial workers crowding the erstwhile social capital; 


Newport jewelers develop new ways of selling in today’s changed market 


by DOROTHY DIGNAM 


RISTOCRATIC Newport, R. I., is up against a 
new kind of “new rich,’ and doesn’t know how 
to snub them! 

It was easy to handle the margarine manufacturer, in 
years gone by. The story is told of an ambitious Middle- 
Westerner who came to the resort each summer and took 
a sumptuous house filled with servants. For 15 years 
nobody spoke to him, but the 16th season he was asked 
out to dinner! 

That was the old Newport, the Newport of marble 
mansions, ballrooms holding 700 couples, wardrobes of 
80 to 90 dresses to see a lady through the season, and 
as many diamonds as ever dazzled opera-goers in the 
winter time. 

But the new Newport is as different as coca-cola from 
caviar. A crowd of 10,000 newcomers is milling and 
spilling through the narrow streets on the Newport 
waterfront. The year-round population of the old port 
town has been 30,000 for about 30 years. Now the 
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whole town is teeming with action and filled with troops. 
Fort Adams, the Navy Training Station, the Naval Oper- 
ating Base, the Torpedo Station, and the Coast Guard 
encampment have brought in thousands of service men 
plus additional thousands of workers. Carpenters are 
said to be in such demand that a man can’t cross the 
street with a hammer in his hand; he’ll find himself 
punching a time-clock in fewer seconds than it takes to 
drive a nail. Carpenters make $78 a week; plumbers, 
fitters, and electricians even more. 


GIRLS WITH GOBS—OF MONEY 

Another factor in raising family cash to an all-time 
high is the woman worker. Girls fresh out of high- 
school, with a half a term of typing to their credit, are 
getting office jobs at $50 weekly. Miss Natalie Clark, 
for many years with Tilden-Thurber, the Thames St. 
jewelers, says she knows this to be a fact because she 
has seen the checks. 
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About 50 per cent of these girls are newly married 
or engaged and Newport jewelers have done a neat 
business in diamond rings. As contrasted with the first 
summer of the First World War, when Newport had 
only 140 marriages through the month of June, the town 
had 352 marriages for the same period in 1942. 


We are speaking now of the year-round, permanent 
population of Newport. This is the town that lies down 
the hill, along Narragansett Bay. But the upper reaches 
of Newport, on the high ridge of Bellevue Ave. that 
runs three miles to exclusive Bailey’s Beach, make some- 
what of a ghost town now. Troops are quartered in sev- 
eral of the great mansions, other houses have been con- 
yerted to canteens. The glittering jewelry stores in the 
Casino Block, that sold tiaras and real pearls, notably 
Howard’s and Udall & Ballou, are no more. Miss Ger- 
trude Holmes does a small, profitable business with the 
loyal legion who still come to the resort for July and 
August, or live the year out between Newport and Palm 
Beach. She has recently been selling the jewels of the 
late Charlotte Cushman, leading lady of old Belasco 
days. 

The preceding paragraph, however, is merely for the 
record. The real sales story is down on Thames St., 
where Newport’s prosperous new population crowds the 
counters of shops. Miss Clark gives four tips for selling 
in these times: 

1. The girl with the gold-lined pay envelope wants 
“nice things.” She is often from one of the better homes 
in town, working in a war plant only because it’s the 
thing to do. She is educated to, or ambitious for sterling 
and fine china, and expects to have a well-appointed 
home when the war is ended. Interest her in the beau- 
tiful things that are still for sale in the jewelry shop, 
and she will invest a generous part of her war-earnings 
with you. Show her the best in the store. 


Wide World photos 


A third class seaman or a 
rooky private may be a lot 
better credit risk than his 
earnings from Uncle Sam 
would indicate. So Newport 
jewelers investigate home ref- 
erences when service men look 
at their engagement ring stock. 
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2. Look at a girl’s ring-finger for your sales clue. 
If she is wearing a diamond, she’ll be interested in table- 
ware, even if she just steps in to have her wristwatch 
checked. If she’s not wearing an engagement ring, it 
is flattering to be told that you have the right diamond 
for her when she finds the right man. If she is wearing 
a wedding band and no engagement ring, she and her 
husband may be able to buy a diamond now. Fine stone 
rings are being sold to young couples who were married 
during the depression with only a $5 wedding band, 

3. When an enlisted man looks at engagement rings, 
don’t judge his ability to pay solely on his earnings from 
Uncle Sam. A third class seaman may be a first class 
credit risk in his home town. Tilden-Thurber investi- 
gates home references and arranges special payments 
for boys stationed in Newport. If the girl does not 
appear at the store sometime during the transaction, and 
lives in Newport, she is invited to come in and look at 
silver and crystal, registering her choice of patterns. 

4. In showing engagement rings, Miss Clark begins 
with the stone. “You're really buying a diamond, not 
just a ring,” she explains. Even though the marriage 
is to take place immediately and the call is for a wedding 
band, Miss Clark begins by showing the engagement 
ring. The correctness of two rings for the bride is 
always registered, although Miss Clark doesn’t bring 
out both at once. 


TIME IS MONEY IF STORE IS OPEN 


Another suggestion has to do with store hours that 
conform to workers’ shifts. Insurance and vault ar- 
rangements make it difficult for some jewelers to change 
established hours of business. But these are extraor- 
dinary times, and the retail tendency is to prolong the 
late afternoon shopping hours into twilight and open 
later next morning. For their own best interests, jewelers 

(Please turn to page 72) 
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What Serviee Men Want for Christmas 


Survey of 1000 uniformed men at New York’s USO headquarters shows 


that jeweiers steck a majority of the **most wanted” gift items 


EWELRY stores regularly stock 9 out of the 14 

articles most wanted as Christmas gifts by soldiers, 
marines and aviators; 11 out of the 18 most wanted by 
sailors and coast guardsmen. 

This good news comes from no less an authority than 
1000 assorted service men checked at the headquarters 
of the USO in New York City—favorite meeting place 
for men of all ages, creeds and branches of the service. 
And the survey was wholly impartial since it was con- 
ducted by the Department Store Economist, a business 
paper serving an industry that sells every conceivable 
sort of merchandise and that would not, even uncon- 
sciously, have played favorites. 

The Economist listed 51 items in its “Christmas Gift 
Quiz,” and asked each of the 1000 military guinea pigs 
to check whether, in his personal opinion, each item 
was “swell,” “fair,” or “junk.” The boys filled out the 
forms in a spirit of service to their millions of buddies, 
using their months in camp and on shipboard to deter- 
mine what would be most practical and acceptable for 
Christmas gifts. The survey, incidentally, covered men 
from 47 states, plus a sailor from Porto Rico. The 
state of Utah happened to be the only one from which 
there was no answer. 

Here are the most wanted Christmas gifts—most 
wanted since they were praised as “swell” by 50 per 
cent or more of the men: 


Christmas Gift Preferences in the Army, Air Corps and 
Marine Corps 

Jo Jo 
Cigarettes * 79.4 Homemade cookies, 
Waterproof watch 75.7 cake, jam, etc. 55.6 
Portable radio 70.1 Cigarette lighter 
Regulation shirts 65.0 (windproof ) 55.1 
Leather wallet with Extra G.I. cap 54.7 

insignia 64.0 Unbreakable photo 
Pen and pencil set 61.7 frame 52.3 
Regulation socks 61.2 Fitted sewing kit 51.9 
Stationery 56.5 Overnight bag with 

space for flat papers 50.0 


Christmas Gift Preferences in the Navy and Coast Guard 
Service 
Waterproof wrist Unbreakable photo 
watch 89.7 frame 66.9 
P : : Overnight bag with 
ertuble vuile seated space for flat papers 64.6 
Leather wallet with 


ather Cigarettes 64.6 
insignia 70.9 Cigarette lighter 
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(windproof ) 63.4 
Stationery 60.6 
Pocket Bible 
Homemade cookies, 

cakes, jam, etc. 57.1 
Prepared packages 

of food 56.6 
Pen and pencil set 61.1 


Regulation socks 54.3 
Fitted toilet kit 52.0 
Fitted sewing kit 52.0 
Portable phonograph 52.0 
New Testament 50.9 
Razor blade 

sharpener 50.8 


It will be noted that 9 out of the 14 Christmas 
gift favorites of the Army, Air Corps and Marine Corps 
and 11 of the 18 favorites of the Navy and Coast Guard 
are in italics. Most of these items are stocked in every 
jewelry store, and all of them in a great many jewelry 
stores. 

In addition to the above listed gifts which were 
elected “swell” by a majority of the service men, a 
number of other articles carried by jewelers rated tops 
in the survey. 

Polarized sun glasses were voted a most welcome gift 
by 48.6 per cent of the Army group and 40 per cent of 
the Navy. Cigarette cases got a 37.4 per cent favorite 
vote in the Army poll and 35.4 per cent in the Navy. 

Considering the number of non-Catholics among those 
interviewed, religious goods are keenly desired, crosses 
being wanted by 37.9 per cent and 41.1 per cent in the 
Navy; rosaries by 35 per cent and 41.7 per cent, 
respectively, and religious medals by 29.9 per cent and 
37.1 per cent. 

Time after time the plea was made during the survey 
at USO headquarters for small non-bulky items that can 
be easily pocketed and carried about. “No large per- 
sonal items which are hard to carry or which cannot be 
conveniently hidden during numerous inspections” was 
the theme song of most men. Gifts, small in size, should 
certainly be advised unless it is known that the man is 
permanently stationed in this country. 

Postal regulations for shipping packages to men over- 
seas are another argument for small-sized gifts. Only 
one package from any one person may be sent in any 
one week. The package must not weigh over 11 pounds 
and must not exceed 42 inches in length and girth com- 
bined. 

With our armed forces distributed all over the world, 
time as well as space and weight is at a premium. The 


(Please turn to page 87) 
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THE ADVERTISING POLICY 
FOR WAR CONDITIONS 


In SPITE of restricted production and uncertainties 
as to the quantity of new watches to be available, the 
fact remains that jewelers still have watches to sell. 


7 = =, |  f.LlCUD De ee ee 


Longines-Wittnauer has squared its advertising 
ia policy to meet this war time situation. Longines’ Fall 
| advertising campaign has been specifically designed 

to sell the Longines and Wittnauer watches in the 

hands of our jeweler agencies. Our advertising says 

“All Longines models are not available at every 





Longines jeweler; but every Longines watch has the 





Longines ‘Observatory Movement™* world-honored 





for greater accuracy and long life.” 





As long as our jeweler agencies have any Longines 
and Wittnauer watches to sell, we will continue to 
advertise them directly and forcefully. The Fall cam- 
paign includes all established Longines- Wittnauer 


advertising mediums. 





* Trade mark registered U.S. Pat. Off. 


LONGINES-WITTNAUER WATCH CO., INC., 580 FIFTH AVENUE, NEW YORK, N. Y. 
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Watehes Pat in Vault 


In One Tenth the Time 


by CLIFFORD A. BROWN 


NDER war conditions nothing is more important 

in the jewelry store than time, according to Gabe 
Hausmann, of Hausmann, Inc., New Orleans. “The 
time of salespeople is more valuable than ever with the 
rush of new customers which most stores are experi- 
encing,’ Mr. Hausmann explains. “And consequently, 
short cuts in doing things add dollars to the cash regis- 
ter. We have proved this by making a time-study of 
every department in the store, and then stepping up 
our operating efficiency.” 

A typical example of time-saving in the Hausmann 
store is the watch department, located to the left of the 
center counters which make up the store’s “display 
island.” Because of insurance regulations, it is neces- 
sary in the Hausmann store to remove the 500-odd wrist 
watches on display in two large cases, and place them 
in the safe overnight for protection against fire and 
theft. 

Formerly, it required 20 to 30 minutes for three sales- 
men to remove each wrist watch in its case, snap shut 
the box, and laboriously tote tray loads of them 60 
feet to the back of the store where a large safe is 
located. This went on every evening of the year, and 
although the store normally closes at 5.30, it kept the 
watch department salesmen in the building until after 
6 to complete this one routine task. In addition, handling 
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Here's how Hausmann, Inc., 
saves time in transferring 
watches from display case to 
vault and vice versa. Each 
tray contains 21 watches. Trays 
are lifted directly from case to 
shelf-truck, which carries all 
the trays at once to the vault. 


Special shelving in the vault 
holds the plywood trays of 
watches, when the trays are 
transferred from the shelf-truck. 


the slippery plastic boxes in large amounts in this way 
resulted in damage to at least one wrist watch a month, 
or approximately 14 a year—this adding up to a “profit 
leak’”’ of approximately $70. 

Nobody gave much thought to cutting down the time 
of removing the watch stock at the end of the day until 
the war program began increasing the number of cus- 
tomers in the store. Then Wallace Bergeron, head watch 
salesman, devised a tray-and-cart system which has cut 
watch-removal time from 30 minutes to 3 minutes. 

The Hausmann store recommends this system to any 
jewelry store whose insurance policy makes necessary 
fire-proof storage for specific items. The system de- 
veloped by Mr. Bergeron consists first of 16 light ply- 
wood display trays, measuring 18 by 24 inches, on which 
all 500 watches are spaced—21 watches to a tray. By 
thus providing a false-floor in the case bottom, it is now 
possible to lift out 21 watches at a single motion, and is 
no longer necessary to close the lids of the watch boxes. 
Only a matter of seconds is required to open the case 
rear, extract the trays, and put them on top the glass 
case, from which they are loaded on to the second in- 
novation, which is a novel shelf-truck, also designed by 
Mr. Bergeron. 

This truck, constructed of heavy pine, is mounted on 

(Please turn to page 74) 
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‘The “skilled hands” that have made Hadley 
products leaders in the jewelry field are now 
busied with the task of helping America “stop 
the Axis”! Their years of training and expe- 
rience in turning out precision work makes 
them ideally fitted to the jobs they're doing — 
for a cause that means so much to us all. 
Because of our participation in the war 
effort, we cannot hope to satisfy entirely the 
demand for Hadley Watch Attachments and 
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We cannot show 
WAR PRODUCTS 


Men’s Jewelry — but we will go as far as pos- 
sible. We are sure you understand our posi- 
tion. The Hadley Company, Providence .. . 
New York... Chicago ... Los Angeles. 


WATCH ATTACHMENTS - 0 JEWELRY 
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Serqasae?* 


FTER buying War Bonds and paying the heaviest taxes in U. S. history, not a few well-paid 
contemporary Americans have surplus income to spend for frankly luxury products. In so 
purchasing non-essentials, they help to counteract inflation. The idea of styling Victory jewelry in 
diamonds, colored stones, gold and platinum is, therefore, not out of harmony with the United 
Nation’s fight against the Axis. Sol P. Kaufman, New York design consultant, here presents a 
series of ingenious suggestions for out-of-the-ordinary and precious victory symbols. The gold 
brooch, upper right, has U.S.A. in diamond-set script letters entwined about a V for victory. The 
earring calls for diamond stars and diamond and ruby stripes. The ring has a cabochon-cut lapis 
studded with diamond stars. The pin, lower right, conceals a watch below the blue enamel, diamond 
and ruby shield. In the bow pin and the bracelet, diamonds and rubies indicate red and white 
stripes, while diamond stars mounted aganist blue enamel represent the star-studded blue field of 
the flag. 
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SERVICE FOR THREE GENERATIONS 


The Brooklyn Bridge was opened to traffic in 1883. A few years 


later, in an upstairs office in ‘‘Jewelers’ Row’... just a stone's 
throw away from the Manhattan end of that famous bridge Te 
the Arnstein brothers opened a modest business which has devel- 
oped into one of the largest wholesale diamond organizations in 
the country. Today Arnstein Bros. & Co. is serving the grand- 
sons of many of its original customers. The policy of rendering 
every possible service to all customers, whether new or old, 


large or small, has contributed largely to the steady growth of 


Arnstein Bros. & Co. during the last half century. & 
ee tein Bros. & Ca. 


608 Fifth Avenue, New York 
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Motion in 


Windows 


Draws Eyes 


by LESTER FAGAN 


HO’D want to exchange the modern movies for 

granddad’s stereopticon slides? Not you. Not 
me. Certainly not Jules Howard, manager of Leffert’s 
Jewelry Co., of Burbank, Calif. 

Moving, eye-catching displays in Leffert’s show win- 
dows this summer proved that the public likes action 
here as well as on the screen, and Howard credits the 
motion in the windows with responsibility for much of 
the upward surge of business which the store has been 
enjoying. 

The first two in the new series of “motion windows” 
dramatized the eternal themes of love and war. 

Keynoting one display—of wedding ensembles, heart 
charms, lockets, bracelets and compacts—was a_back- 
ground consisting of a church wedding. Soft light 
beamed through miniature stained glass windows, ema- 
nating from a small electric bulb concealed behind the 
display. But what really attracted and held sidewalk 
shoppers’ attention were the members of the wedding 
procession—flower girls, bridesmaids, best man, bride 
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Left—A wedding pro- 
cession moves toward 
the altar and light fil- 
ters through the minia- 
ture stained glass win- 
dows, to win attention 
for wedding ensembles. 
Below—Zooming planes 
and crawling tanks ani- 
mate a vivid battle 
scene, in connection 
with a display of gifts 
for men in armed service. 


and bridegroom, made of plastic in fine detail—that 
moved down the aisle in the direction of the altar. 

. The other window, used simultaneously with the bridal 
one, was military to tie in with a showing of soldier gifts, 
including wrist watches, pen and pencil sets, bill-folds, 
lighters, candid cameras and shavers. The scene in the 
background showed the striking power of a combined 
battle array of planes, ships and tanks, in action on land, 
sea and in the air. In the immediate foreground, tanks 
moved across the beach, while fighting ships maneuvered 
in the straits behind and attack planes and bombers 
swarmed overhead. 

“Both these displays attracted many shoppers,” said 
Manager Howard. “We propose to continue with other 
displays that will emphasize seasonal or topical themes.” 

The next one will be designed especially for Lockheed 
Aircraft Corp. and will show graphically the vital part 
Lockheed is playing in the war. Outstanding in the dis- 
play will be pictures of Lockheed-made planes on the 
various battlefronts. 
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inanga (ee’nang-ah). Native name for 
a gray variety of New Zealand 
nephrite jade. 


in beat. The condition in a lever watch 
in which the hairspring, at rest, 
with no power on the escapement 
from the train, will bring the bal- 
ance to a stop with the roller jewel 
standing exactly above the line of 
centers of the escapement, with the 
fork-lever in the center of space 
between the bankings; in a cylinder 
escapement, when in beat, the act- 
ing ends of the cylinder lips both 
lie on a line intersecting the es- 
capement’s line of centers at right 
angles. A pendulum clock is in 
beat when the impulse is applied 
at equal angular distance on each 
side of the center of its arc of mo- 
tion. An out-of-beat condition in 
a watch or clock is indicated by 
hearing it ticking at intervals al- 
ternately long and short, instead 
of in periods of equal length. 


Inca rose. See ROSINCA. 


Inca stone. PYRITE. 


incise. To cut into or engrave so that 
a sunken line is produced. 


incised. A term applied to the lines 
produced by a burin or graver. 


inclination test. Taking the timekeep- 
ing rates of marine chronometers, 
with the instruments running in 
positions at an angle from the nor- 
mal horizontal position of the dial 
which would normally be main- 
tained by action of the gimbals; 
the gimbals are locked out of action 
during an inclination test. 


incline. The acting edge of a tooth of 
an escape wheel in a _ cylinder 
escapement. 


inclusion. A tangible foreign substance 
in a gem, such as a small crystal, 
bubble, or gas cavity. Often of 
great value in determining the gen- 
uine or synthetic origin of the 
stone. See IMPERFECTION; FLAW. 


inconel. A white gold imitation alloy. 


incrustation. Decorative work consist- 
ing of the overlaying 
ornamental material 
such as precious metals 
or stones upon the sur- 
face of the article in- 
crusted. 


Incrustation 


independent seconds. A type of chro- 
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nograph in which the seconds hand 
is driven by a separate gear-train 
instead of by the regular time- 
train. 


index of refraction. Refraction is an 
optical property of any translucent 
substance; the index is a measure 
of the amount that light passing 
from air into the transmitting sub- 
stance is bent; it is a ratio derived 
from the sine of the angle of inci- 
dence divided by the angle of re- 
fraction. A vacuum has an index 
of 1, air is 1.000294, fluorite 1.434, 
and diamond 2.42. 


index pin. 1. On a watchmaker’s lathe, 
a thrust-pin engaging with the 
circle of holes on the back of a 
driving pulley, for dividing work 
into faces or holes to be filed, milled 
or drilled in definite angular rela- 
tion to each other. 2. One of the 
pair of pins that embrace the outer 
terminal coil of a hairspring and 
connect it with the regulator. 


index, regulator. The arm or hand of 
regulator of a watch, that moves 
over a graduated scale usually on 
top of the balance cock to judge 
the amount of regulation. 


Indian agate. Moss agate. 


Indian cat’s eye. Chrysoberyl cat’s 
eye. 


Indian cut. According to Bauer, a term 
for assymmetrically shaped gems, 
cut in India and Ceylon designed to 
yield the maximum return (in 
weight) for the piece of rough. 
Most stones so imported are recut 
for Western tastes. All the stand- 
ard cutting forms, such as brilliant, 
step, mixed and cabochon, are 
recognizable in these distorted 
native-cut gems. 


Indian garnet. Almandine. 


Indian jade. A misleading name some- 
times applied to aventurine quartz. 


Indian topaz. A name of many mean- 
ings, at best, a saffron yellow 
topaz, typical of the Ceylon gravel 
deposits, and at worst, citrine 
quartz, with yellow sapphire be- 
tween the two extremes. See BRA- 
ZILIAN TOPAZ; KING TOPAZ. 


Indian pearl. Oriental pearl. 


India oilstone. Abrasive material man- 
ufactured in forms like laps, slips, 
wheels, etz., for grinding tools, 





shaping timepiece parts, etc.; a 
durable and fast-cutting material 
for the purpose. 


indicator. 1. A trueness-testing instru- 
ment for chucks or work in a lathe, 
with leverage mechanism for mag- 
nifying errors. 2. The hand on the 
setting-dial of an alarm clock. 


indicator, winding. A device on pre- 
cision watches and chronometers 
with pointer on dial to show the 
extent to which a mainspring is 
run down, to insure against for- 
getting winding the timepiece. 


indicolite. Light or dark blue tourma- 
line, one of the rarer colors of the 
gem. Also known as Brazilian 
sapphire. 


indigo sapphire. Very dark blue sap- 
phire. See WATER SAPPHIRE. 


indra. A plastic. 


induction motor. Type of alternating 
current motor used in electric 
clocks in which current in primary 
winding induces current in rotor to 
produce rotation. 

industrial diamonds. Diamonds usual- 
ly unsuitable for gem purposes, be- 
cause of flaws or poor color, and 
which are, therefore, used in indus- 
try because of their superior hard- 
ness over all other materials. Dia- 
mornd saws, diamond drills and 
wire-drawing dies are among the 
uses to which such stones are put. 
BALLAS, CARBONADO and BORT are 
all industrial grades of diamond. 


Ingold, Pierre Frederic (1787-1878). 
Swiss inventor of machines and 
tools for watch manufacturing; 
earliest to advocate standardization 
of parts looking toward mass-pro- 
duction. See FRAISE; INGOLD; IN- 
TERCHANGEABILITY. 


ingot mold. A mold, which, for jewel- 


Ingot Mold 


ry work, is usually made of iron 
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Keepsakes 


BASIC 
MERCHANDISING 
SYSTEM 


Each unit of the Keepsake 
Merchandising System is 
planned to help the Au- 
thorized Keepsake Jeweler 
make contacts with dia- 
mond prospects and raise 
their interest to the point 
_where they come into the 
store and BUY! 








NATIONAL MAGAZINE ADVERTISING—Keepsake’s greatly expanded advertis- 
ing campaign sends interested diamond ring prospects into Keepsake Jewelers by 
means of inquiries for the famous Keepsake book, “The Etiquette of the Engagement 
and Wedding.” and the new supplement, “Wartime Engagements and Weddings.” 
For Fall, 1942, 42 insertions will be run in 17 leading magazines with 14 color 
advertisements—reaching 296,287,000 readers. 


TRAFFIC STOPPING WINDOW DISPLAYS—Six different window, counter and 
show-case displays are available, each possessing outstanding beauty, showman- 
ship and sgiling appeal. 


NEWSPAPER—RADIO—DIRECT MAIL—Keepsake provides a series of highly 
effective newspaper advertising mats. For radio users there is a series of 26 
transcribed five-minute programs, 36 one-minute dramatized announc ts, and 
continuity for spot announcements. In addition there are bus cards, movie trailers, 
and a sales-building direct mail folder. 





SALES CLINCHERS—Shoppers are converted into buyers by the use of Keepsake 
sales-clinchers. The Counter Pad Merchandiser with visual presentation, the 
Certificate ot Guarantee and Registration, the Good Housekeeping Seal, the 
nationally established price on the tag, the prestige of the famous nationally 
advertised “Keepsake” name in the ring are, all factors that give “Keepsake” the 
fast-moving salability that ordinary rings do not possess. 


TAKE FULL ADVANTAGE OF TODAY'S OPPORTUNITIES FOR DIAMOND SALES 


If stocks are restricted in other departments then it is doubly important to cash 

in on the boor age market. Keey } provides all the tools needed to 

do an’ expert, tho jhly organized, c ete and effective merchandising 
job! A few dealerships are available. Write for details. 


A. H. POND CO., INC. 
214 S. WARREN ST., SYRACUSE, N. Y. 


1892 — 50 Years of Service to the American Jeweler 
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A JEWELER'S DICTIONARY 
(From page 64) 


and with adjustable walls, to pro- 
duce a variety of sizes of cast 
metal bars or ingots. The side walls 
are detachable, to facilitate re- 
moval of the ingot from the mold. 


initial ring. A finger ring, worn mostly 
by men, with the initial letter of 
the wearer’s name made of metal 
set on a background of stone of 
contrasting color. 


initial slide. An item of jewelry find- 
ings, a frame for holding ready- 
made metal letters for attachment 
to fobs, etc. 


ink-recorder. A form of chronograph 
or timer watch which makes an 
inked dot on a dial to record the 
time at which the hand is stopped. 


inlay. Type of decorative work used 
on wood clock cases, etc., in which 
thin, flat material, cut into a de- 
sign, is sunk in a counterpart of 
the design cut in the surface of 
the article. Contrasting colors of 
metals, woods, ivory, etc., are used. 


inner-terminal hairspring. A balance 
spring of the Breguet or over- 
coiled type, which has also a defi- 
nitely formed terminal curve in the 
coil nearest the hairspring collet, 
designed to work with the overcoil 
in improving the isochronal and 
position timekeeping rates of a 
watch. See CURVES; TERMINAL; 
ISOCHRONISM. 

inside drop. In a lever escapement, 
the movement of the escape wheel 
during the time after a tooth has 
become disconnected from the lift- 
ing plane of the receiving pallet, 
until another tooth has come into 
contact with the locking-face of the 
let-off pallet. See DROP. 


inside graver. Engravers’ graver with 
bayonet-shaped or S-curved end, 


wee 


Le 


Inside Gravers 


for cutting lettering inside of 
finger-rings, deep bowls, etc. 

instantaneous-recording. A variety of 
mechanism used in _ high-grade 
chronographs for the minute-re- 
corder, by which the hand is moved 
each minute-space in a quick jump, 
instead of gradually with a creep- 
ing movement. 


insulator. Horol. An outer-case made 
of soft iron lined with velvet or 
leather, enclosing a watch being 
worn, to protect it from magneti- 
sation. Action is that magnetic 
current flow through the iron in- 
sulator around the watch instead of 
through it. Silversmithing.. Small 
pieces of heat-resisting substances 
(usually ivory) inserted in the 
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handles of coffee and teapots to 
prevent the handles from becoming 
hot. 

intaglio. 1. A form of work for deco- 
rative or other uses, 
in which a design is 
cut below a surface 
which forms the 
background for the 
design. 2. An _ en- 
graved gem, of 
which the rim is the 
highest portion and the figure in- 
cised below it, either as a negative 
impression or raised above a de- 
pression in the center, and thus re- 
sembling a cameo. Coats of arms 
and monograms, subjects suitable 
for a seal, are common carvings in 
an intaglio, as well as the figures 
usually seen in cameos. See CAMEO. 

integral balance. A balance for chro- 
nometers and precision watches, 
invented by Charles Ed. Guillaume 
of Sevres, France, with a bimetal- 
lic rim of brass and nickel-steel, 
which eliminates the middle tem- 
perature error. See MIDDLE TEM- 
PERATURE ERROR. 

interchange wheel. In a dial-train, the 
wheel and pinion between cannon 
pinion and hour wheel; the minute 
wheel. 

intermediate wheel. See IDLE WHEEL; 
INTERCHANGE WHEEL. 


interference colors. See BIREFRIN- 
GENCE. These colors are those seen 
in a birefringent substance under 
examination between crossed polar- 
izing devices. The actual colors 
observed are only of significance 
in relation to other grains, of the 
same size, of other substances, for 
the colors vary according to the 
strength of the birefringence and 
the thickness of the grain. With 
two grains of identical thickness 
the relative strength of the bire- 
fringences can be determined by 
the colors observed, the higher the 
order of the color, the stronger the 
birefringence. 


Intaglio 


interference figure. A phenomenon ob- 
served in convergent polarized light 


with crossed nicols. Figures are 
useful in the determination of the 
optical character of unknown gems, 
and are fairly constant properties 
of any birefringent crystal. 


internal gearing. Gear wheel with 
teeth inside its circumference, 
pointing toward the center, as in 
the escapement carriage of a tour- 
billion or karrusel watch. See KAR- 
RUSEL; TOURBILLON. 


international date-line. An irregular 
line based on the 180th degree of 
longitude, drawn from north to 
south on the map of the Pacific 
ocean, where navigators change 
the date. Traveling westward, an 
hour is added for each 15 degrees 
of longitude, or 24 hours for 360 
degrees, so that in a journey around 
the world, a day has been “lost”; 
and the navigator must, for exam- 


ple, change Monday to Sunday, or 
the second day of a month to the 
first. Traveling eastward the re. 
verse takes place; a day has been 
“gained,” and on the ship’s log. 
book Monday is changed to Tues. 
day, or the second day to the third, 
to correct the calendar date. See 
INTERNATIONAL TIME. 
international lathe. A type of watch- 
maker’s lathe, with the bed made 
of a round bar milled flat on back 


side to keep attachments upright; 
a European modification of Ameri- 
can-type lathe, designed to reduce 
manufacturing cost. 

international time. Standard time 
agreed upon by most countries to 
apply in 24 zones embracing ap- 
proximately 15 degrees of longi- 
tude each, around the world, based 
on the Greenwich meridian as zero 
longitude. The time at a place in 
any zone is one hour ahead of or 
“faster” than at any place in the 
neighboring zone to the east; or 
one hour behind or “slower’’ than 
in the next zone to the west. U. S$. 
Standard Time is the portion of 
the international time system that 
is embraced in the four interna- 
tional time zones that pass through 
the U. S. A. See STANDARD TIME. 

interval clock. A precision clock for 
laboratory or manufacturing-proc- 
ess use, with buzzer or bell to sig- 
nal elapsed time periods, for taking 
data in chemical or other experi- 
ments or operations. 

intumescence (in’too-mess’sense). 
Fusing accompanied by bubbling, 
the result of some component 
escaping as a gas. Many gems melt 
in this way, though high tempera- 
tures are necessary to fuse them 
at all. 

invar. An alloy of nickel 36 per cent 
and iron 64 per cent, which has 4 
very low coefficient of expansion; 
used in horology for precision clock 
pendulum rods and integral watch 
balances. 

invelite. A synthetic plastic. 

inverted-lever escapement. A variety 
of lever escapement patented in 
1886 by Girard-Perregaux of La 
Chaux-de-Fonds, Switzerland, in 
which the pallets act on the side of 
escape wheel opposite to the fork- 
and-roller action, with the lever 
passing over the escape wheel. 

iolanthite. (eye’o-lanth” ite). Local 
name for a banded reddish jasper 
found in pebbles in gravels of the 
Crooked River, in central Oregon. 

(To be continued next month.) 
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MAX FINE & SONS, NC 


CUTTERS OF “FINE MADE" DIAMONDS 
OFFICES AND FACTORY 
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Cutting Works: 


Established 1866 


608 Fifth Avenue, New York 


64 West 48th Street 


London 
23 Holborn Viaduct 
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@ in a wide range of sizes and prices 





DIAMONDS 


STAR SAPPHIRES 
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EMERALDS ° PEARLS 


We are in the market for Diamond Jewelry and can offer good prices on 
any small or large pieces which your customer may desire to dispose of. 


JEROME RICHHEIMER 


608 FIFTH AVENUE 


Emerald Cut and Marquise 
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NO INVENTORY FOR REDESIGNING 
(From page 53) 


possibilities are important as one means of replacing the 
business lost by the disappearance of many of his cus- 
tomary lines as a result of war-time restrictions. So a 
study ot the methods by which Mr. Hovey has developed 
a substantial business in this field may be helpful to other 
jewelers. 

First step is, of course, to acquaint people with the 
service. Even though most of the families in Pasadena 
presumably know something of Hovey and the type of 
work he does, since he has been in the retail jewelry 
business there for some 40 years, he still finds it to his 
advantage to keep his name before his old customers and 
to bring his service to the attention of the many new peo- 
ple who are constantly coming to live in the community. 

Newspaper advertising has been tried, but doesn’t 
seem to work very well for this particular purpose 
possibly because the type of service offered is too inti- 
mat2 and individual to be told in newspaper copy. Per- 
sonal letters and personal appearance as a speaker be- 
fore women’s clubs and men’s service clubs brings in the 
most new faces, and Hovey relies principally upon this 
form of publicity for his promotion of new business. 

News that he is a finished and interesting speaker, 
with a rather shy appealing manner, quickly circulates 
among program chairmen of all types of organizations. 
Clubs are ever on the lookout for good speakers, espe- 
cially when they have a somewhat out of the ordinary 
topic, so Hovey has no trouble in getting all the dates he 
cares to fill. National organizations which hold meetings 
in Pasadena often find a spot for him on their program. 

Audiences are encouraged to ask questions about per- 
sonal possessions, and the large colored drawings with 
which Hovey always illustrates his talks, showing a 
variety of old jewelry before and after re-styling invari- 
ably bring to the mind something of their own. Many 
people wait for a personal word after the regular speak- 
ing has been concluded. From these really interested 
hearers comes a goodly number of new people to the 
store. 

Several colored charts of “before” and “after” are 
also always on display in the store window. While the 
store’s location is not on a heavy foot traffic thorouah- 
fare, many people drop in for consultation after study- 
ing the window. 

Another important source of business is the well-satis- 
fied customers who go out of their way to suggest names 
of friends who they believe will be interested in having 
some heirlooms or old style jewelry modernized. To 
such people personal letters in which the name of the 
old customer is used as an introduction to the prospect, 
are sent; while none of these are form letters, they all 
follow this general theme: ‘Mrs. suggested I write 
you, asking you to drop in soon, as she feels you would 
be interested in learning how some of your treasured 
heirlooms might be modernized at a modest cost.”’ 

Another letter goes like this: ‘This lovely carved 
cameo had been considered a wreck. Please note the 
artistic treatment which made it more lovely and distinc- 
tive than before the accident. Day by day we are re- 
claiming out-moded and broken jewelry in ways that sur- 
prise and greatly please our patrons. We shall be glad 
to study your personal jewelry problems, and to give 
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you designs and estimates without cost or obligation. 
May I suggest you drop in soon and let us talk it over?” 

As indicated by the text, two sketches are attached to 
this letter, one showing a broken piece of jewelry and 
the other the completed, modernized finished article. 

In short, the publicizing of such a service as this is 
entirely different from bringing people into a store to 
buy standard merchandise over the counter. Here there 
is only one thing to sell—Hovey personal service and 
artistry and hence the personal touch is of prime im- 
portance. 

When the customer calls, the first step is to submit a 
number of actual-size pencil sketches for the patron’s 
approval, from the piece or pieces brought to him, and 
whenever possible, the preliminary sketching is done 
right then and there with the patron seated across the 
counter. Mr. Hovey feels that this is necessary in order 
to get the feel of the personality of his prospective cus- 
tomer and so to impart this feel in the piece about to be 
designed. The interesting thing is that it works, and Mr. 
Hovey believes that it plays an important part in creat- 
ing the atmosphere of individual service that does so 
much to cement the relationship with the customer. 

After the sketch has been accepted, a larger one is 
made in water colors “for the file.” This latter sketch 
is not just for the customer’s information, but to show 
future prospects just how certain pieces were trans- 
formed into something of beauty and practicability. 
These large sketches are also used in the lectures previ- 
ously mentioned. Labeling these large size sketches as 


“Yesterday” and “Today” graphically presents the dis- 
tinction in pictorial form to the public. 

Many of these transformations are works of art, way 
beyond the artistic beauty of the original piece. As 4 
collection of 50 or more, they put over the suggestion 
that any and all treasured pieces of the past can, in the 
hands of an artist with creative ability, be made into 
smart modern jewelry, but yet preserve their sentimental 
value. 

I'rom the business angle of this part of the jewelry 
business, there are several points to consider. There is 
no stock to worry about and taxes are less of a problem 
in re-styling department. Mrs. Jones comes in today 
with her old pieces. She calls tomorrow for the sketches 
and in a week or two calls again for the finished work, 
which she pays for on the spot. Not only a quick turn- 
over, but Mrs. Jones has something which she will 
proudly display to all her friends and tell them where 
the work was done to her order. 

It all adds up to profitable business for the jeweler— 
a substantial replacement of volume lost through no 
longer obtainable mercnandise—and a splendid builder 
of the prestige that will help to keep the store in the fore- 
front during the years to come. 


Wartcu For A new trend that means pick-up business 
for jewelers. Initialing of socks which are so widely 
worn now to save hosiery is new. Young women are buy- 
ing washable metal initials to be affixed to ankle-hugging 
rib-top socks. 
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EXEMPT LINES WORK FOR JACCARD'S 
(From page 49) 


we showed $150 hurricane iamps before, and we attract 


20 times as many customers. We want to sell useful | 


functional gifts as well as artistic vanities.” 


From the first, Mrs. Settle put emphasis on lower | 


priced gifts. How right sne was was demonstrated im- 
mediately after Pearl Harbor, when “average gift sales” 
dropped from around $25 to $5 or so in a few days. 
Wedding gifts were particularly noticeable in this drop. 
Thus, scores of low-priced but handsome gifts are shown 
together with expensive glass and china items, and are 
sold just as enthusiastically. ‘Turnover is twice to three 
times what it was in June of 1941. Obviously, there is 
nothing “long-haired” about the new Jaccard policy, as 
beer sets in crystal and bamboo appear alongside cham- 
pagne coolers and decanter sets. 

Greatly increased advertising promotion is lifting gift 
sales persistently. Most clever idea is the use of Jac- 
card’s “Monthly Review”’—A small three-piece folder 
which is printed in the color of the month’s birthstone, 
and goes out with statements to every customer. Former- 
ly it carried only printed specials by way of advertising, 
and a short historical note on the jewelry featured for 
the month. Now, Mrs. Settle has found this the ideal 
medium for gift promotion—by arranging to include in 
each folder from five to eight small 5x3 inch slips which 
show selected gifts on each side, as well as “The Gift 
of the Month” on the first such slip. Made up in- 
dividually each month, these show cuts, price, and de- 
scription of gifts chosen; have stimulated telephone and 
mail-order business beyond any other medium used. 
Sent out in rose, emerald, blue and other birthstone 
colors with the historical note printed on the back, these 
are highly readable and have become “a habit” with 
scores of customers. Dollar gifts are featured as often 
as are $20 gifts. “We combine an interesting bit of read- 
ing information with pure promotion and get more re- 
sponse than even a telephone call,’ Mrs. Settle ex- 
plained. Two or three newspaper ads showing gifts of 
the week, democratically priced, are also being used 
with success. Chiefly, however, it is the unstinting de- 
sire to impress the shopper with the complete price 
range in a fine jewelry store which has made ‘flexible’ 
the Jaccard gift department. 

Equally important is the stationery shop—likewise 
enlarged, given a new position, supplied with concealed 
fluorescent lighting, and air conditioned. This highly 
specialized department is located under the same balcony 
as the gift department, but in a quiet bay all its own. 
Remodeling to attract more customers included new 
low, flat cases on two sides at elbow height, supplied 
with modern white leather and ebony chairs which will 
seat 12 engraving customers at a time where four could 
be accommodated before. 

Recessed display spaces in the walls and the top of 
the flat cases show stationery, writing paper, letter 
kits, wedding and other announcement stock, personal- 
ized matches, bridge favors, party goods, greeting cards, 
inkwells, novelty pens and pen holders—all easily ob- 
tainable stock which has a special value, according to 
Jaccard’s, in an age where many people who haven't 
written a letter for years are corresponding with men in 
service regularly. Ninety per cent of the merchandise 
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of the stationery shop is sold with monograming or 
engraving, a long-profit service which has expanded 
vastly. Exceptions, of course, are bridge favors, picture 
frames, napkins and favors—which are kept on display 
primarily for suggestive selling to the woman whose 
writing paper purchases indicates that she entertains 
regularly. 

“There are thousands of customers opening up here 
among people who will not take their usual summer 
vacation trips this year,’ Mrs. Settle pointed out (she 
heads this shop as well). “They will write copiously 
instead. Both our gift and stationery shops are falling 
heir to business of people staying in St. Louis for the 
summer, spending their money on decorative gifts and 
personal items such as writing paper and monogrammed 
match packet sets to brighten up the house. Many de- 
fense workers who couldn’t afford fine monogrammed 
or engraved writing paper before are buying it now, and 
there are innumerable opportunities for other depart- 
ments in the store to shuttle their customers over to us.” 

Like the gift shop, the stationery department has 
been put on a more democratic basis, handling lower 
priced as well as the finest writing paper, announce- 
ments, etc. Mrs. Settle has found low-income customers 


delighted to find that they can buy at Jaccard’s without 


paying a costly premium for the name. Such people 
return to buy again, too. “We make every effort to 
keep our customers buying no matter what the price 
bracket is,’ she summed up, “because word-of-mouth 


.endorsement will outweigh anything else we can do to 


> 


Wedding and other engraved an- 
nouncements sell at about the same pace as writing 
paper as the two top items in the Jaccard stationery de- 
partment. Thus, these two newly-enlarged and revital- 
ized shops are going a long way to beat shortages for the 
store. 


NEWPORT HAS NEW "NEW RICH" 
(From page 55) 
should try to conform to shopping practise in the com- 
munity. 

To facilitate mail orders, hand the prospect a stamped, 
store-addressed envelope instead of your card. The 
cost is only the local postage, which certainly is worth- 
while if the shopper seems genuinely interested. She 
won't throw away an envelope with a stamp on it, and 
your name is a constant reminder of the transaction she 
means to conclude. 


GOOD STORY IF YOU CAN GET IT! 

It was hard to get a story in George M. Simpson’s 
shop, also on Thames St. The place was so crowded with 
customers! Mr. Simpson has been in the jewelry busi- 
ness in Newport for well over a quarter of a century 
and has twice moved to larger quarters. Still there is 
standing-room only, and not enough of that, in front of 
his counters. 

During the First World War, Jeweler Simpson ad- 
vertised and built up a business on that neat little inno- 
vation, the wristwatch. Today, history repeats itself; 
time doesn’t stand still when done up with a few dia- 
monds. The better wristwatches are selling. 

Simpson’s does the biggest clock and watch repair 
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business in Newport, and even the resorters resort here 
with Swiss movements and chiming timepieces. The re- 
pair business has paid more than the rent many a month ! 
Recently, the store tried out a line of novelty jewelry, 
for additional volume, but found the real thing almost 
as easy to sell. 

Other suggestions from this store are as follows: 

1. Service men like a nice gift to send home to their 
wives. Especially when the men face overseas duty 
without a furlough home, or a birthday or anniversary 
must be celebrated apart. Sometimes the diamond the 
girl didn’t get when they were married is purchased 
now, or a birthstone clip or pin. A small card remind- 
ing men of their wedding anniversaries is a good window 
salesman. 

2. Simpson’s keep matched sets of engagement and 
wedding rings in at least one of their two windows con- 
tinuously, no matter what other merchandise is featured. 
This is a must for the duration, month in and month out. 

8. Be on the watch for the woman who “just natur- 
ally” likes jewels, and will put her earnings into them. 
Such persons do exist, as every jeweler knows. Often 
they are most unprepossessing in appearance. Jeweler 
Simpson describes his most consistent diamond-buyer as 
a woman well over middle-age, and long employed by 
one of the great Newport hostesses, who still lives in a 
mansion “up the hill.” This customer (who probably 
owns better stones than her mistress today) began col- 
lecting with a pair of diamond solitaires in earrings. 
She buys new pieces at the rate of one about every six 





to nine months. Recently she purchased a small, dainty, 
cluster ring “for my niece,” and Mr. Simpson hopes that 
another gem-lover is in the making in that family. 


TO INTEREST WAR INDUSTRY WORKERS 
(From page 51) 


proud symbol of “Made in America.’’ Our interest in 
our own arts and crafts has grown, as our importations 
of foreign-made articles have diminished, and we have 
turned our eyes homeward. A display around this idea 
can be made most colorful and interesting, depending, of 
course, on what American-made merchandise your store 
happens to feature. Many shops now have quantities 
of interesting handicraft items which almost make a 
display in themselves. For such merchandise, a simple 
background which tells the story of their origin and crea- 
tion is sufficient. For almost any exhibit of American- 
made products, a patriotic background is appropriate. 
Panels or drapes of chintz striped in red or blue are 
effective with a grouping of red, white and blue glass 
and china. Many patriotic motifs such as eagles, stars 
and so forth are now available ready made-up from dis- 
play houses. 

Such ready-made material may be utilized for carry- 
ing out the third sketch illustrated here or the various 
props may be made up individually. The eagle on the 
background may be a simple stylized cut-out or it may 
be a gilded plaster cast. The words “Made in America” 
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are lettered on the red, white and blue scroll across the 
background which may be ribbon or paper. Red and 
blue elevations with white tops display the merchandise. 

All of these ideas are capable, of course, of infinite 
variation depending on your merchandise, the props 
which are available and the personality of your store 
which should be accurately reflected in your windows at 
all times. But the Home Front idea can sell mer- 
chandise—patriotically. 


VAULT REMOVALS SPEEDED 


(From page 58) 


four rubber caster wheels, and has five levels of shelving, 
spaced five inches apart, with the lowest shelf twelve 
inches from the floor. The cart is 42 inches long by 28 
inches wide, and accommodates two of the 18 by 24 
inch trays per shelf. Loaded, it weighs approximately 
100 pounds, and can be pushed easily back to the safe 
room. 

In use, two salesmen remove the trays from the watch 
case, while another places the trays on the cart, in a 
quick matter of from three to five minutes. There is no 
risk of damage in any of the watches, and the number 
of actual motions required is, of course, cut tremendously. 

Third step in setting up this system was interior re 
modeling of the safe itself, which is a large 6 x 8’ type 
concealed at the rear of the store. To accommodate the 
watches on the same trays on which they appear in the 
show case, Mr. Bergeron removed all of the former 
shelving, and replaced it with 1” pine strips which pro- 
vide 16 levels of shelving also spaced five inches apart. 
The cart is pulled up in front of the safe, and the trays 
are quickly transferred to their shelving, which again 
accommodates two trays per unit. This process under 
the old system formerly took about 15 minutes of the 
salesman’s time, and now needs less than five minutes. 
When the inner and outer doors of the safe are closed, 
the watches are protected entirely against fire, theft, 
and other hazards. 

This process, of course, is reversed in the morning, 
when the watches are placed on display during the half 
hour before the store opens. Until Mr. Bergeron went 
to work upon the problem, it was necessary for two 
watch salesmen to reach the store by 8 in the morning, 
in order to spend 15 minutes at the safe, and another 20 
minutes at the display cases arranging the stock for dis- 
play. Now, the same two salesmen arrive at 8.30 o'clock 
with still plenty of margin of time to make up a neat 
display before the doors open. Naturally, the personnel 
enjoys this extra half an hour, and can usually assist 
in making other displays as well as re-stocking the 
watch cases. 

Hausmann spent less than $25 for this equipment, 
the principal expense being remodeling of the safe in- 
terior and the lumber for the cart. The entire equipment 
is expected to pay for itself within the year by eliminat- 
ing the $70 watch-repair loss of the past. “There is no 
risk of damage attached to removing our watch depart- 
ment’s merchandise each night now,’ Mr. Hausmann 
summed up. “And our salesmen’s time is left free for 
other important work.” 
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of WON'T BE LATE— THE NAZIS ARE ON 

TIME” ... should make an exciting theme for 
a window of watches for workers in the war industries. 
Here are some real figures that could be inscribed on 
cards placed here and there in your window fbr real 
attention from passersby: “Poland was conquered in 
37,440 minutes.” “France was conquered in 44,640 min- 
utes.”” “A single defense plant lost in lateness 172,980 
minutes last month.” Be sure to include a card some- 
where in the display, “It’s patriotic to be on time.” 

* * * 

RECENT suRVEYs of service wants reveal that men wish 
first for gifts of playing cards! When you run your ad 
promoting your line or set up a display, be sure to re- 
mind your customers that air raid wardens also need 
cards to help while away the long watch hours. 

* * * 

ARE YoU suGGEsTING to brides who purchase in your 
shop that it’s new to “salvage for sentiment,” after the 
ceremony? Some jewelers are recommending that when 
the important dress is tenderly entrusted to an attic 
trunk, the sterling silver slide fasteners be turned into 
bracelets so that part of the bridal wear will be in con- 


stant use. ea 


WHEN NExt you assemble a window of plastic, leather, 
wooden or novelty jewelry, why not use this window 
sign, “Patriotic, Pretty and Priority Free.” 

* * 

I’ALL IS APPROACHING and so is the hunting season. 
Time, then, for a series of tables whetting the appetite 
for new linens, dishes, arrangements. Macy’s series in 
cluded ‘Feast at the Hunting Lodge’—wooden, hefty 
ware intended for slabs of bear steak or venison; no linen 
but a covering of elkskin; utensils boasting wooden han- 
dies. “Supper by the Sunny Sea”’ for the last fishers of 
the season: cloth of fish net, dishes like clamshells. 
Others: “Cocktails in a Penthouse,’ “Breakfast on 
Clover,” and a table as old-fashioned and sweet as a be- 
loved grandmother, “Pink Tea.” 


* * * 


Have you BEEN seeking a way to honor those of your 
employ now in service? Construct a huge V with slots 
on both ends and insert the “picture in action” of each 
one in service. Call it “Name of Store’s Honor Roll” 
and place a poster nearby, “Don’t Let Them Down, Buy 


al ” 
Stamps and Bonds. ie ae a 


Snort, snappy, meaningful for a window card for 
your better pieces, “Created for the Costume.” 


* * * 


IN casTING aBouT for new departments to take up the 
slack in your store, have you considered a greeting card 
department? Public officials are pointing out the im- 
portance of mail, and card advertising is widening its 
influence in newspapers, magazines and on the radio. 
If you set up a new section, take as your theme, the 
words of Secretary of War Stimson, “Second in im- 
portance to good food and clothing is the mail the 
armed forces receive.” 
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BAHAMIANS DEVELOP SEA SHELL JEWELRY 


When the Duke of Windsor, governor of the Bahamas, 
and the Duchess visited the United States recently in 
the interest of developing new sources of two-way trade 
between the United States and the Bahamas, the Duchess 
tried her hand at salesmanship—contacting stores in 
New York City with a view to inducing them to handle 
a line of native Bahamian shell jewelry. 

As a result, shops all over the United States are plac- 
ing orders for articles made from Bahamian sea shells, 
fish scales, the brown burrs of the Casuarina tree and 
the bright red seeds of the poinciana. The articles in- 
clude necklaces, bracelets, earrings, clips, pins, tiaras, 
hairpins and bobby pins, lapel ornaments, belts, place 
card holders, centerpieces for the table, ornamental 
plants and bouquets for house decoration, ete. One New 
York store has already re-ordered three times its original 
consignment. 

Until recently, the costume jewelry thus fashioned 
by the natives featured colors suitable only for wear with 
summer prints. Now, however, darker colors are em- 
ployed, and seeds and burrs are combined with the shells 
and fish scales—to make attractive accessories for tweeds 
and other fall and winter materials. Special designs 
also have been created for evening wear. 

Methods also have been highly improved to enhance 
the beauty and to add to the sturdiness of the articles. 
This is due largely to the influence of an American, Mrs. 
William P. Blodgett, of Boston, who has a winter home 
on the Bahamian Island of Eleuthera, and who has 
developed in the past few years a keen interest in the 
natives and the development of their handicraft in con- 
formity with American fashion and styling requirements. 
She founded “The Island Industries’’ of Eleuthera, 
Bahamas, to help the craftsmen standardize their work. 
to broaden its scope, and to style their products to har- 
monize with the newest fashions. 


QUALITY SUN GLASSES FOR SOLDIERS 


Though many jewelers, of course, sniff at merchan- 
dise which can be bought competitively in ten-cent stores 
and drug stores, there is an excellent extra sale possi- 
bility always present with well-made, finely-ground sun 
glasses, particularly during the present war, according 
to Harry Kortz, president of the Kortz Jewelry Co., 
Denver. 

Though the Kortz store has no optical department, 
Mr. Kortz has built up an excellent reputation for sun 
and driving glasses in two years, developing sales in 
excess of 100 pairs a month during the summer season. 
Prices range from $2 to $4.50, including polaroid and 
optically ground models, and the glasses are displayed 
on neat plywood stands spaced approximately every six 
feet around the store counters. “Glare protection is 
always easy to sell to customers who do a great deal 
of driving or motor traveling,” Mr. Kortz pointed out. 
“And in the jewelry store, where we know many cus- 
tomers by their first names, there are many opportuni- 
ties to discover such trips in the offing and suggest proper 
glasses. We seldom make a glasses sale alone, but add 
them to some other merchandise—adding a bit to the unit 
sale which is important in these days of slower merchan- 
dise delivery.” 
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The second worthwhile market is to mothers and fath- 
ers of men in service, who are told that long hours of 
drilling in the hot sun as well as maneuvers and actual 
battle make sun glasses a “must” for officers and men 
alike. Heavy-plastic-frame models are suggested us 
acceptable by Army and Navy regulations, and are ideal 
for the customer who wants a suitable gift for a 
serviceman but cannot afford a shockproof watch, fitted 
case, ete. 

A dramatic means of portraying the eye-comfort pos- 
sible with sun glasses is to ask the customer to slip 
them on, and stare directly at an exposed fluorescent 
fixture in the ceiling of the store, deliberately left ex- 
posed for the purpose. Dimming the glare without inter- 
fering with visual perception, the glasses thus “‘sell them- 
selves” to a large extent. 


CARD SYSTEM RECORDS WATCH REPAIRS 


A repair record is maintained for every watch sold 
or repaired by Granat Bros., of San Francisco, and the 
system acts to the advantage of store and customer 
alike. 

Whenever the store sells a watch or accepts one for 
the first time for repairs, the salesman prepares a card 
entry for the watch. Space at the top of the card pro- 
vides room for the name, address and telephone num- 
ber of the owner of the watch. Then follows a descrip- 
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Front of the Granat Bros. watch repair record card. Shown reduced 
in size, the card actually is 5 inches wide. 


tion of the watch, including its size, number of jewels, 
whether it is open face or hunting (abbreviated on the 
card as “OF” or “HTG’’), its make, its movement 
number, and its case number. 

The balance of the front of the card and the entire 
back of the card are ruled off to provide a record for 
six consecutive repair jobs. Thus, each time that par- 
ticular watch is repaired, Granat Bros. enter “date re- 
ceived,” “repairs,” “price” and “date delivered.” 

These cards, filed with the store’s watch repair de- 
partment, constitute a permanent, complete and easily 
accessable record for repair “follow-ups,” such as writ- 
ing the customer that it is now a year since his watch 
was cleaned and the timepiece consequently needs an- 
other overhauling to insure its continued accuracy. 

Customers are told of the record system and are in- 
vited to use it both as a means of caring for their watch 
and insuring that there will always be available at the 
store an accurate record of the watch in case it is lost 
or stolen. 
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RINGS. 

Start your cash register ringing — 

Write to-day for full information. 


Jeu Ritz: Veraller € cena 


IMPORTERS OF PRECIOUS AND SEMI-PRECIOUS STONES 
CREATORS OF DISTINCTIVE JEWELRY 
220 W. FIFTH STREET LOS ANGELES, CALIF. 





WEDDING RINGS 


+ cewelry today! Each 
is the keynote in jewelry toch) 

PR acm MASTERPIECE papa Ring — 

llow gold, gree ; 
in an artful blend of ye — 
i ld and platinum. Many 
ed with small genuine rubies. — 
prices... wherever they are shown, they ! 


Ask your wholesaler! 


ailable 
: Excellent territories are av 
nS welrated wholesalers. 


Sherman & Co. 


New York 





197 Canal Street 








From Plated Ware to Sterling 


With plated ware out for the duration, Gordon’s advises newly-weds to buy 
six place-settings in sterling. which cost little more than a larger plated set 


by ROBERT SULLIVAN 


NE of the worst aspects of the war from the jew- 
eler’s standpoint—shortages of merchandise in the 
silver plated flatware department—is being met success- 
fully by J. R. Colbert, manager of Gordon’s, Inc., jew- 
elry store in New Orleans, by a concerted program of 
“trading up” flatware buyers from plate to sterling. 
“Jewelers who enjoyed a consistent volume among 
moderate income purchasers on plated flatware in the 


past are going to find it necessary to exercise more skill , 


in the future by selling sterling instead,’ Mr. Colbert 
said. “We realized this some time ago when the first 
rumors of shortages were circulated, and have been able 
as a result to make the step from plate to silver with a 
minimum loss of sales.” 

The Gordon store, located at 930 Canal on New Or- 
leans’ famous downtown marble walk, has for the past 
five years specialized to some extent on plated flatware 
as a logical followup business to the sales of engagement 
and wedding rings which are responsible for much of 
the younger-customer traffic. Running daily newspaper 
ads built around engagement and wedding rings, Mr. 
Colbert and his five salesmen have made it standard 
policy to show every ring customer the display of plated 
silver chests kept on the opposite side of the store— 
courteously demonstrating styles, giving prices, and sug- 
gesting that the bride select a pattern which her friends 
can buy for her wedding gift. Persistent use of this idea, 
and the expenditure of an extra half-hour or so per cus- 
tomer in the ring department, quickly built up plate sales 
to a point where in 1940 and 1941, Gordon’s was selling 
silver ware sets to more than 50 per cent of the young 
couples who purchased engagement and wedding rings. 
The result was a reputation for good plated flatware 
which brought in many more new brides after the defense 
program boosted marriages to an all-time high in New 
Orleans. 

Now, of course, plated flatware is a thing of the past, 
Mr. Colbert ruefully pointed out. Gordon’s was notified 
in March that the store could expect only one more allot- 
ment of plate to replenish stocks already at low ebb. 
However, foreseeing several months ago that war needs 
would undoubtedly cut down on plate flatware manufac- 
ture, Mr. Colbert prepared for it—and has been enthu- 
_ siastically selling sterling flatware ever since. 

The first thing Mr. Colbert undertook in view of the 
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situation was to fill out as many half-way completed sales 
as possible. This the salesmen accomplished by telephon- 
ing customers of the ‘almost sold’ variety, and telling 
them frankly that the store could not guarantee a stock 
of their favorite pattern for more than few days, and 
advising them candidly to buy while the merchandise was 
still available. Ninety per cent of the “easygoing”’ cus- 
tomers who had let the silverware purchase go for the 
time being hastened to respond to this suggestion, thus 
cleaning up the books on much business which otherwise 
might have strung out over a year or more. 

Second, the Gordon store began converting its plate 
lines over to sterling—including the large table silver 
department immediately inside the front door of the 
store. Here, two fluorescently lighted wall cases, for- 
merly showed 12 complete chests of plated flatware from 
the 20-pattern stock regularly carried. Going aggress- 
ively after the moderate-income customer in the past, the 
store had emphasized plated ware in sets priced from 
$40 to $80, and had carried only half a dozen patterns 
in sterling flatware. Now, the merchandise picture has 
gone completely the other way—flatware in sterling 
place settings replacing the chests of plated goods for the 
most part. The store is now carrying 20 patterns of 
sterling, and has built sterling sales to a point that com- 
pletely replaces the lost volume in plate. 

“Tt hasn’t been difficult to step up the working-man 
type of customer,” it was pointed out, “since men who 
formerly made $20 or $30 a week are now earning from 
$50 to $80 in war industries. For these people, particu- 
larly newlyweds, we have laid out our sterling stock so 
that the step from moderate-price plate to sterling is not 
too great. For example, our leading chest in the past 
was an 8-place set for $63. We can supply a set of equal 
size in sterling for only $100, and for 12 place settings 
at $125. Some patterns in sterling will cost the customer 
only $20 or $25 more than a similar pattern in plate. 

“For newlyweds, we are suggesting that the cus- 
tomer start with a smaller set, such as a six-place setting 
which will cost him only $50, instead of the 8 and 12 
place plated set. Fewer fancy pieces will be sold of 
course—but our main consideration is ability to sell the 
customer his flatware, and to back our reputation for it. 

Convincing the customer that he should buy sterling 


(Please turn to page 81) 
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For years we have concentrated on the manufacture of quality rings 
for men and ladies. In these unusual times, we believe our experi- 
ence and skill, acquired over a 37-year period, will enable us to pro- 


vide you with an attractive, quick selling, profitable line of 
rings and ring mountings. 


SELL THE BEST— THEY COST NO MORE! 

















FOR SILVER SOLDERS — SILVER BRAZING ALLOYS 





FREE FLOWING — LOW SURFACE TENSION 





Available with a range of melting points from 1000 to 1425 degrees F., 


to suit the melting point of the silver solder. 





No poisonous or irritating fumes. 





The American Platinum Works 
Newark EST. 1875 New Jersey 


SILVER DEPT. 
New England Representative GEORGE E. SISTRAND—Providence—HOpkins 9027 











FOR SEPTEMBER, 1942 79 















































® Weinreich Bros. Co., makers of Marvella pearls, 
now offer Replica pearls in two qualities, simulat- 
ing the silvery glow of Indian Ocean pearls (retail- 
ing at $15) and the creme rosee of Persian Gulf 
pearls ($25 retail). Both qualities hand-knotted 
between every pearl and clasped with white gold. 





®@ From a collection of 14K wedding 
bands by Kousin Jewelry Co., 12 John 
St., New York. Top, one of the new 
military styles specially designed for 
each of the services; center, carved 
chain symbolizing eternity; below, 
traditional sentiment in wide carving. 








® With practically every 
woman knitting, C. J. Bates 
& Son introduce Susan 
Bates sterling silver knitting 
needles, both single and 
double point in sizes recom- 
mended by the Red Cross 
for workroom knitting. $5 
per set of four (two pairs). 


@ Ultra-smart new bowknot pin in gold 
plate on sterling silver retails at $15 and 
is an example of the extensive new line 
by Reja, Inc., 377 Fifth Avenue, New York. 











® Created by Church & Co., 
336 Mulberry St., Nework, this 
14K yellow gold and carnelian 
shell cameo brooch retails at $40. 


® Black antelope envelope with 
sterling silver Gothic leaf orna- 
ment, from the new fall line of 
handbags styled by Evans Case 
Co., North Attleboro. About $21. 
Fitted with compact, lipstick and 
comb, about $25. This is No. 1404. 










®@ Bulova Watch Co.'s new “Minute Man 'B’" 
has an intricately engraved bezel, a part-ex- 
pansion bracelet, and yellow gold-filled case. 
Retail price is $45, including Federal tax. 
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FROM PLATED WARE TO STERLING 
(From page 78) 


is chiefly a matter of selling him on the prestige, lifetime 
guarantee and maximum satisfaction of sterling, accord- 
ing to Mr. Colbert. With that theme, the store salesmen 
now display single place settings of desirable patterns 
to engagement and wedding ring customers, pointing out 
the maximum pride in ownership involved, and the pleas- 
ure of adding to the set through the years. Often book- 
lets on the background of famous sterling manufacturers 
are given to the ring customer to take along when he 
leaves the store. “The entire job is composed of taking 
the customer out of the economy-minded classification 
and giving him an appreciation of fine sterling,’ Mr. 
Colbert stated. 

Newspaper and window promotion of flatware in the 
Gordon store was converted to sterling several months 
ago—dropping the price illustrations of the past in favor 
of ads showing beautiful sterling patterns and playing 
up the prestige of the manufacturer. Windows which 
formerly showed half a dozen chests at a time now dis- 
play no plated goods whatever. Mr. Colbert is spending 
approximately the same amount on flatware promotion 
as formerly but changing the appeal from price to qual- 
ity. 


SHAW STORES UP GIFTWARES SPACE 
Shaw’s, of Dallas, are going “all-out” for gifts by 
greatly enlarging their gift department and adding 

several lines of much higher priced merchandise. 


This is no experiment according to Oliver Brecht, 
store manager, for this department while much smaller 
heretofore has definitely proved its value as a traffic 
producer. In fact it has proved so successful that a 
similar department is being opened by two other Shaw 
stores in Ft. Worth and Houston. 


The Dallas department, which is the most pretentious, 
features a big assortment of crystal including one entire 
display counter devoted to perfume bottles and dresser 
sets. Miss Dixie Smith, who is in charge of this depart- 
ment, says these are the fastest selling items in the 
crystal line and range in price from $1 to $10. Pottery, 
china and lamps are also featured with emphasis on 
table and dresser lamps. 

The sale of crystal and china is tied in with the pro- 
motion of sterling silver flatware by means of a fully 
set dinner table which is kept on display in the depart- 
ment at all times. The frequent changes of the display 
on this table are noted with interest by most of the cus- 
tomers. 


To promote the sale of gifts for men, one display 
counter and a side wall case show such items as smok- 
ing, gifts, suitable gifts for a man’s den, together with 
horses, book-ends, smoking trays, etc. These items, espe- 
cially the horses, have been tremendous sellers. 


To increase sales and acquaint the public with the ex- 
pansion of this department Shaw’s plan to promote 
“hot” gift items by means of weekly newspaper ads. 
Such promotions in the past have proved highly success- 
ful and resulted in complete sell-outs of the items pro- 
moted. They are now to be a part of the store’s regular 
advertising schedule. 
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Old English 


SHEFFIELD DESIGN 


HURRICANE 


* 
* 


ORDER 
NOW! 
* 

* 


11468HG—3 Light Can- 
delabra fitted with 2 
Cranberry Red Globes 
(4127) in new oval 
shape. Height 1!9"' over- 
all — $42.25 pr. (Key- 
stone). Also supplied 
with Crystal Globes — 
$37.75 pr. (Keystone). 






LIMITED 
SUPPLY 





® Yes, this may be our last public announcement of 
these beautiful, authentically-designed Old English 
Hurricane Lamps. For after the present limited sup- 
ply is gone there will be no more for the duration. 


Faithfully reproduced from 
Sheffield originals, they are 
finished in famous Benedict 
Period Plate—an extra-heavy 
silver plate of unusual beauty 
and wearing qualities. They 
are a combination of hurri- 
cane lamps and candlesticks 
offering the advantages of 
both. Yet they are mod- 
erately priced. 


Send your order now for the 
items illustrated and take 
advantage of their profit pos- 
Ss sibilities. Cash in on these 
Candlesticks attractive convertible hurri- 
Rose and Scroll pattern. Height ‘ P 

overall ~ * Cranberry Red cane lamps in this new ptice 
yo "Sie eactet wth field. Write for list of other 
Sentat Globes—$15.00 pr. (Key hollow-ware items available. 





BENEDICT MFG. CO. “ew vor 
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SWEET MUSIC 


x past 
x present 
* future 


x waver or TIME 
SESSIONS TIME 


FOR THE 


present 
is not available to our old FROM A PROFIT STANDPOINT 


customers oe but as in the past Thousands of successful merchants will 


tell you that the effect of a new ZOURI 


SESSIONS TIMEPIECES Store Front is really sweet music—from 


a profit standpoint! For the attractive 


... Will be available in the future. dgpedeanne-end tncremed. etention 


value actually stop the shoppers — pull 








them in—boost sales to new peaks. And 
Not a play on words, for our time is you can be sure that a ZOURI Store 


now taken up filling Government orders Front will safeguard your competitive 


position “for the duration’—and many 


for vitally important war products that more years to come. It’s a sound in- 
will hasten the day of victory. vestment from every angle. 


—while most Zouri dealers 
cf] py! still have ample stocks on 
eo hand. Send coupon belowl 
cos, 


7 


All we ask is that you won’t forget us, 


even as we are not forgetting you. 


=) 
uy UW Ut || STORE 


WRITE FOR STORE FRONT BOOKLET FR 0 NTS 









































Zouri Store Fronts, Niles, Michigan | 


| Rush my copy of the new illustrated booklet on Zouri Store Fronts 
JC-9 
| NAME 


| ADDRESS | 


| CITY. STATE | 
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"SELF SERVICE TABLE" INCREASES SALES 


A “sclf service” table which shows a wide selection 
of gifts and small jewelry items on an open table in the 
center of the store has been a means of increasing daily’ 
sales substantially at Antin Jewelry Co., New Orleans. 

The table is composed of two ordinary display tables 
placed together to form a counter about 12 feet long, 
which has been covered with a pink satin material 
padded with felt. On a lower level surface below, pink 
cardboard serves the same display purpose. The table 
does not demand too much store room, merely splitting 


CULTIVATED PEARLS 


ble 
Man's ingenuity has wast pestis 
e ssite cultival©’> It 
1ese exquisi ta , oe 
Gnurch jewelry. desieners USe ft” 
in the creation of thes a - 
j brooches: 
rings anda hes: = e 
tA Kt and 10 Kt. youl ee 
. ative plievy 
t represent om 
oe og : few of our comp? 
which also 


: ive line 
the floor in two aisles, but has a tremendous selling 


power all its own, according to the management. 


pendants, ear- 


rings and bracelets. 


Begun as an experiment, use of the self-service table 
has become an almost permaneni feature with the store 
—as it sells chiefly customers who come in to the down- 


town store during the lunch hour or the short period be- 
tween closing their offices and store closing time to 
“pick up a knicknack” for the family, friends, etc. There 
are hundreds of such customers coming in regularly 
under war conditions, according to the Autin Jewelry 
Co., people earning larger incomes who enjoy buying 
costume jewelry for wives, daughters, sweethearts, etc., 
or something for the family merely because they can 
now afford it. 
The customer usually takes whatever he wants from 
T the self-service table to the nearest counter, paying for 
it to the nearest salesperson. Since there are only a few 
feet intervening between the tables and counters, there is 
small danger of pilferage, even when the store is 
crowded with customers. 


Merchandise shown includes costume jewelry, flat 
yare, hollowware, lamps, compacts, cigarette cases, | 
men’s jewelry, gifts, lamps, small radios and other | 
small-size items. Prices run from $1 to $35, with the 
selection so laid out that almost any customer can find | 
something which will please almost anybody. Radios, | 
flatware chests and other larger items are shown on the 
lower shelf where there is less risk of damage through 
knocking them off. Otherwise the merchandise is simply 
on open display where it can be picked up, paid for and 
wrapped in a matter of a few seconds. Costume jewelry 
sales, for instance, have nearly doubled since this in- 
novation was put in practice. | 


Tus year celebration of National ‘Business Women’s 

Week—in October—affects more women than ever before 

in a way of importance to the jeweler. More women are 

working; ergo, they are tiring of looking masculine after 
emulating men all day and desire to go all out for femi- 

7 ninity at night; they have money to spend. All these 
factors plus the limited shopping time mean that now is 
the time for the jeweler to approach local plants with 
plans for fashion shows at the working locale with the 
promise that jewelry shown will be types suitable for 
after-work and not unsafe kinds taboo during working 


hours. You might get a dress shop, a beautician and a ( H il 4} (* H 2 (* {) Vi p MY \ y 


shoe merchant to collaborate on such a showing and time 
MANUFACTURING JEWELERS 





it when your newspaper gives you the accurate date for 
working women’s week. Remember, every fourth wage- 
earner now is a woman and the number is going up. 
Ask the plant personnel officer to announce the show over 

the loud-speaker system. on Vom pe re Te PU 


336 MULBERRY ST. m0 ay NEWARK, N. J. 
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Encourage people who 
pass, as well as those who 
come in to your store, to 
bring in their discarded, 
broken 


SPECTACLE FRAMES, 
RINGS — PINS — CUFF LINKS 
CHAINS — WATCHES 
BRACELETS, ETC. 


Everyone wants the 


EXTRA DOLLARS 


You would be surprised to 
find so many of your cus: 
tomers ready to buy when 
the old discarded jewelry 
will help pay for the new. 


SEND US YOUR OLD 
GOLD — SILVER — PLATINUM 
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CHICAGO — 40 sates of 
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UNITE NOW, SAYS MAJORITY 
(From page 47) 
From New York: “It’s about time!” 

From Illinois: “If this merger becomes a fact I will 
be glad to join and pay dues.” 

From Utah: “We have long favored a strong associa- 
tion and only one. One need not be very smart to 
realize that one association with everyone behind it 
will have vastly more influence than two with divergent 
views and petty personal jealousies.”’ 

From North Carolina: ‘““We favor one association. If 
ANRJA and NACJ cannot merge on a workable basis 
why not junk them both and form a new association 
with no past to live down and with the welfare of the 
jeweler in mind rather than association ‘rights?’ ” 

From Michigan: “I think this is the grandest thing 
that could be. I’m for it just the way you suggest and 
hope it goes through.” 

From Minnesota: “It seems to me that your proposal 
for a merger is on a fair and equitable basis.”’ 

I'rom Kansas: ““We think your outline for a consoli- 
dated association is excellent. Whether your plan is 
acceptable or not the two associations should merge by 
all means.” 

From Indiana: “We think your plan the way to get 
results. All jewelers should work together if they ex- 
pect to get anywhere.” 

From Illinois: “Your plan looks good to me. ‘This 
certainly is the time to cooperate and not fight among 
ourselves.” 

From Wisconsin: “The recent experience proves that 
a thorough business organization must be set up.” 

From Louisiana: “The less duplication we have the 
better and stronger and more satisfactory to every- 
one. 

From Indiana: “The plan in today’s circular is per- 
fect. The industry at large will accept it and a few 
individuals must adjust themselves to it. It is a safe, 
sane program for the future.” 

Typical of those who suggest modifications are the 
following: 

From Kentucky: ‘We see no reason why both asso- 
ciations should not have equal representation, but we 
positively favor some plan of consolidation.” 

From Ohio: “An equal number of directors for credit 
jewelers and cash jewelers.” 

From Minnesota: “I favor the merger in principle 
but do not agree to your or anyone else’s suggested pro- 
gram. A merger is highly necessary but no one outside 
the officers and directors of each organization is com- 
petent to arrange it.” 

From Maryland: “Credit jewelers being in the 
majority should have equal representation on the 
board.” 

From New York State: “I am most certainly in favor 
of one organization but cannot quite agree with your 
program. On the basis of membership I would suggest 
that for the first year ANRJA have 10 of the 15 and 
that thereafter directors be elected from the member- 
ship at large by the combined membership of the new 
organization.” 
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REJA, inc. 








GOLD PLATED 
EARRINGS 


Distinctive in designs, these featherweight earrings 
will accent the loveliness of American women—they 
are destined to create immediate and most profitable 
sales. 


Available are thirty-three diversified styles, hand- 
somely 22 Kt. Gold Plated with sterling gilt screw- 


back mountings. 


$6.75 


DOZEN PAIRS 


Minimum Order 2 dozen assorted pairs. 


377 FIFTH AVENUE 
NEW YORK 
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Are you Considering 


GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the oanene eee 
highest bid. For further facts about us, consult the Jeweler’s 

: that should be convert- 
Board of Trade or your local bank. And to give you some ed into cash? Ship it 
idea of the calibre of stocks we have purchased, here are to us. Within 24 hours, 


our check goes out to 
you as an offer, your 


The jewelry stores purchased by us in pte Ps a 0 


1947— ing your acceptance. If 
unsatisfactory, your 
Udall & Ballou, New York City, $890,000. J. Brock, Elberton, merchandise shipped 
Ga., $10,000. Henry Gordon, Lynn, Mass., $5,500. John back to you at once! 
Watty, Miami Beach, Fla., $22,000. J. B. Frontis, Clinton, 
S. C., $15,000. M. Levi, Jacksonville, Fla., $32,000, and 
others whose names we cannot disclose. 














WRITE! WIRE! PHONE! ordon 


We'll call on you at our expense, Brothe TS 


and of course keep your com- 


munications confidential. Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 
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plans to buy brilliant, golden-hued, 
solid Dirilyte! Although we are now 
100% on war work, and cannot make 
Dirilyte again until victory is won, 
letters still pour in from the public: 
Gold, Silver, Platinum, Filled and Hoon 7 I — — 
Ha , irilyte?” “Please send me literatur 
Plated, Sweeps and Polishings. a. Dirilyte” wt co tio 


i i buy a set of Dirilyte as soon as it is 
bt ao ——— aeneet. available.” Dirilyte is so colorful, 9 


decorative, so durable, that it has captivated Ameri- 


; can home-makers. Their pent-up demand assures you 

; an immediate market when war ends and the full 
manufacture of Dirilyte is resumed. Get ready for 1t- 

Write now for full information, available to you 


Ss MELTIN G & RE FINI NG CO. without cost. Address: 
MINNEAPOLIS -M IN  N. AMERICAN ART ALLOYS INC., KOKOMO, IND. 
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These minor differences, however, as suggested in 
some of the other letters quoted, can be ironed out if 
the problem is approached in the right spirit. 

Whether it will be remains to be seen. All of the 
facts will be laid before officials of ANRJA at their 
forthcoming convention for consideration. What action, 
if any, is taken by them, will be reported later. 


“PORT HOLES" IN WALL FOCUS ATTENTION 

A distinctive type of jewelry-store display treatment 
which is causing much attention at Mermod Jaccard 
King, St. Louis, is a series of 12 “port hole” display 
windows which pierce the side of a recently-constructed 
diamond room on the front of the store. 

In an attempt to make the store more comfortable for 
customers, Oliver Wasson, Jaccard manager, has used a 
former nondescript corner of the store to form an air- 
conditioned, ultra modern diamond room in which 
shoppers for precious stones can examine the selection 
more closely, and talk over buying terms in cool privacy. 
To enclose the 15 x 10 ft. space required a thick wall of 
plywood which was painted an ebony black, as is most 
woodwork in the Jaccard store. This, however, created 
a “gloomy” impression difficult to correct. Corrected it 
was, however, as 12 small “display windows” which are 
actually circular port holes in the 8-inch thick diamond 
room wall were provided. 

There are seven of the small port holes varying from 
14 to 7 inches on one side of the diamond room entrance, 
and five on the other. Each is lined with a pastel blue 
material, has a tiny trap door at the rear for removing 
and inserting merchandise, and is illuminated by a single 
blue incandescant bulb. “‘We use them merely to break 
up the massive appearance of the wall, and to call at- 
tention to favorite gift items, such as cigarette cases, 
statuary, vases, center pieces, etc.”, Mr. Wasson said. 
“The blue light and pastel blue lining against the black 
have proven to be a rather striking color combination, and 
we have found that customers who otherwise sail through 
the store without looking to left or right will invariably 
stop to look into these small displays.” 

Merchandise in each of the displays is changed every 
two or three days, by simply lifting a hinge trap door 
at the rear, and replacing the item. Gift sales have been 
materially advanced, and this corner of the store is a 
real appearance asset. 


WHAT SERVICE MEN WANT FOR CHRISTMAS 
(From page 56) 


Army and Navy have asked that Oct. 1 to Nov. 1 be 
considered the final time for sending Christmas mail to 
men overseas. 

Thus this month—September—and next are a tre- 
mendously important part of the Christmas season. 

Fortified by this definite proof of what our service 
men want from Santa Claus, jewelry stores—tradition- 
ally gift headquarters—can well concentrate imme- 
diately on gifts for service men. Some stores already 
have gathered acceptable gift suggestions from all parts 
of the store into one special case or department which 
they label “Post Exchange” or “Ship’s Store.” 
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ALTON WATCHES 
W & G DIAMOND RINGS— 


6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 


A692-17J. Retail... .$35.75 
Keystone Price..... 25.10 


Matched set in 14K. yellow gold. 

Solitaire has two side diamonds and 

-05 carat center diamond. Wedding 
ring has three fine diamonds. 

Grade Grade 

A AA 

D849—Set—Retail ...$72.50 $77.50 


Keystone Price ..... 58.00 62.00 
D850—Solitaire— 
See . 44.50 49.50 
Keystone Price ..... 35.50 39.50 
D85i—Wedding Ring 
—Retail .......... cee ae 
Keystone Price ...... ra 23.50 





6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 


A690-17J. Retail... .$35.75 
Keystone Price..... 25.10 





Matched set in 14K. yellow gold. 
Solitaire has four side diamonds and 
-10 carat center diamond. Wedding 
ring has five fine diamonds. 


Grade Grade 

A AA 

D873—Set—Retail ..$125.00 $135.00 

Keystone Price ..... 100.00 108.00 
D874—Solitaire— 

Ee eee eee 82.00 92.00 
Keystone Price:..... 65.50. 73.50 
D875—Wedding Ring 

—Retail ......... eee 44.50 
Keystone Price ..... wees 35.50 
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Weksler & Goodman. 
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Distributors of Keystone 
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meerl HELP| 


That's my business—helping Jewelers since 1910. 
For 32 years | have served jewelers everywhere. 
| sell for the jeweler—and liquidate surplus and obsolete merchandise— 


FLAT SALES AND AUCTION. 

| finance any legitimate jeweler who needs cash to help tide him over 

I buy entire jewelry stores and stocks for SPOT CASH. 
Write, wire or phone at my expense. (All inquiries strictly confidential.) 


J. L. ART 


AUCTIONEER APPRAISER 
Established 1910 


\ Dearborn 1455 5 South Wabash Ave. CHICAGO Ve 


FOR HONEST RETURNS Just Published 


IN FIRE IN THE EARTH 
THE STORY OF THE DIAMOND 


SWEEPS 
7 i L | N G S James Remington McCarthy 


An excellently written, easily read, © 
G C R A ~ full length book on the fascinating 
subject of the Diamond. ... Recom- 


GOLD PLATINUM mended to the reader who wants a 


general, non-technical treatise of 

broad scope... sure to prove valu- 
JOSEPH B. COOPER & SON able and enjoyable to the jeweler 
and layman alike. 














PRECIOUS PRICE $2.50 
Smelters Postage Prepaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


OFFICE: 
Chestnut & 56th Sts. 100 East 42nd St. 

FA 
wena 26 JOHN STREET, Philadelphia, Pa. New York, N. Y. 


BROOKLYN, N, Y. NEW YORK CITY 

















THE JEWELERS’ CIRCULAR-KEYSTONE 

















v 


REGULATION W LIFTS CASH SALES 

Regulation W, of the Federal Reserve System, 
in its fourth month, has produced a number of changes 
sales and collections. 





now 


in cash and credit jewelers’ 

A sample cross-section of instalment credit jewelry 
stores surveyed last month by JC-K revealed a decrease 
of one-third in instalment sales, partly off-set by a two- 
The proportion of 
from 


thirds increase in cash business. 
open-charge and lay-away 
store to store, averages just about the same as before 


Regulation W with its one-third down payment require- 


sales, while varying 


ment for instalment credit sales. 

Let’s assume that a typical instalment credit jewelry 
store had sales of $10,000 in June 1941 and again in 
June 1942. According to averages brought out in the 
survey, this store’s sales in June 1941 would have been 
split thus: $2,800 for cash, $6,000 instalment credit, 
$800 open-charge and $400 lay-away. And here would 
be the same store’s sales in June 1942, as affected by 
Regulation W: $4,600 for cash, $4,100 instalment credit, 
$800 open-charge and $500 lay-away. 

Of instalment jewelers’ charge accounts, 7 per cent 
were frozen July 10 and 6 per cent Aug. 10. About 3 
per cent of their charge accounts contracted in both May 
and June were later converted to instalment credit, 
though in some of the reporting stores the proportion 
was as high as 15 per cent. 

When asked whether customers who purchase on the 
lay-away plan complete payments in full under that 
plan, the instalment jewelers’ experience varied. More 
than half of the stores said that most of their lay-away 
accounts were completed under that plan. On the other 
hand, about a third of the stores said that most lay- 
away accounts were later converted to instalment credit, 
with the customer making up whatever was needed to 
equal at least one-third of the selling price, if the lay- 
away payments had not accumulated to that extent, and 
the extension of instalment credit dating from the date 
of conversion. 

Has the one-third down payment reduced instalment 
jewelers’ sales? The stores were divided 50-50 in their 
Sales of higher-priced watches and diamond 


“slightly reduced” 


answers. 
rings were mentioned more often as 
than as “sharply cut.” 

Among the “cash” 
cent of the open-charge accounts contracted in May or 
before were frozen July 10 for not being paid in full. 
On Aug. 10 the same stores reported that 8 per cent of 
accounts contracted in June were frozen. About half of 
the July 10 delinquent accounts were later “unfrozen,” 
in nearly all cases by payment in full. Few were con- 
verted to instalment credit. 

Regulation W, with its freezing provisions for de- 
linquent open-charge accounts, is spurring collections. 
Almost invariably collections are at a faster rate than 
a year ago, the rate of improvement ranging from 10 to 
33 1/3 per cent larger than for June and July of 1941. 

Because many accounts are frozen for a small bal- 
ance which the customer had overlooked and it is em- 
barrassing to call the customer to the office and explain 
that he can charge nothing nmiore before he pays this 
small balance, many jewelers would have Regulation W 
amended to exempt balances of less than $5 from the 
freezing provision. 


jewelers, also surveyed, 11 per 
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YOUR TIME <2 





SAVE TIME—with the 
WATCH-CRAFT 


REG.US.PATENT OFFICE No 348436 


Fancy Crystal System 


TIME has always been an element of cost. 
Handling stock that is not systematically arranged 
and kept up is time’s worst waster. Our Watch- 
Craft Fancy Crystal Service keeps your stock in per- 
fect order by keeping inactive crystals from clutter- 
ing up your cabinet. 





















Our Stock Control System keeps you constantly 
informed regarding discontinued sizes and numbers 
that are becoming inactive . .. you are also in- 
formed when crystals for new model watches are 


issued. This free service to keep your cabinet at 
peak efficiency is OFFERED BY NO OTHER 
COMPANY !! 





A SUPERIOR GLASS CRYSTAL! 


By actual comparison after using you will find 
Watch-Craft are BETTER ... they snap in and fit 
perfectly, no grinding or buffing is necessary ... 
they’re perfection for clearness of glass and smooth- 
ness of surface. THEY ARE THE FINEST 
GLASS CRYSTAL ON THE MARKET!! 


Write for Details, Box 7737, Chicago 


C.&E.MA MARSHALL CO, 


GREATER Se cee 












CHICAGO AND PRINCIPAL CITIES 
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New Giftwares 








Bronze-mounted desk set of domestic porcelain, enhanced 
by Dresden flowers on peach or turquoise with gold scroll 
trim; also with Meissen Rose design on white body. 
Wholesale, 6-piece set $55; matching calendar $9.50, 
and matching five and a half inch square clock $10.50. 
Alfred Orlik, 421 Madison Ave., New York. Catalog. 


Epergne No. 1072 consists of a slender 
crystal vase and small glass cups which 
swing from lucite arms. Arms removable, 
so vase may also be used for long stemmed 
flowers. Twelve and a quarter inches high, 
it retails complete at $5. Catalog. Norton 
Centerpieces, 119 W. 24th St., New York. 


Graceful new vase in Camark 
Pottery is available in turquoise, 
ivory, green, yellow, blue or du- 


Non-priority compacts are fine leather with bonnet. Wholesale price ranges 
gold tooling, bevel mirrors, lamb's wool from $1 to $5 in various sizes. 
puffs. Top, $4 and $5; bottom, $4 and $3, Catalog. Janis-Tarter, Gree- 
retail. Exclusive with Roth & Wiener, Inc., man, Inc., 225 5th Ave., N. Y. 
28 West 27th Street, New York, N. Y. 


Three-piece set of solid leather smoking ac- 
cessories retails at $20 per set, in natural 
or mahogany finish. Line includes pen 
stands, desk clocks, bookends, etc. M. Wille 
Art Goods, 225 5th Avenue, New York, N. Y. 


Humorous and appealing Hill Billy series 
includes four and a half inch figures of 
Clem, Lem, Ben and Pete squeezing out a 
wild mountin' tune, packed in gift box to 
retail at $2 per set. Multi Products, Inc., 
1922 S. Western Ave., Chicago. Catalog. 


"The Kiss," one of a new group of 
figures composed of selynit material. 
Costumes, hand painted in rose-gray, 
dubonnet or blue. Illustrated figure 
retails at $15. Mary L. Schermer- 
horn, 225 5th Avenue, New York, N. Y. 


Bird figures made in 
America bu? with the 
same perfection of 
craftsmanship as Euro- 
pean pieces. This new 
line includes birds in 
flight, horses and the 
figures of England's 
Henry VIII with his 
six wives. Paul A. 
Straub & Co., Inc., 19 
E. 26th St., New York. 
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Genuine leather desk set in natural saddle finish 
tooled in brown, complete with fountain pen, $4.80 
per set wholesale. Desk pad measures 16 in. x 21 
in. and is packed separately for shipment. Sta- 
tioners Specialty Corp., 19 W. 21st St., New York. 


Gin rummy sets of genuine leather, gold tooled in 


Rich and delicate 6-piece rich “rare edition" style, available in blue, brown, 


toilet set in Charleton porce- 
lain is decorated in floral sub- 
jects and gold. Entire line 
also available with tea rose, 


wine, green, tan or red. Each set complete with 
two decks of cards, score and pencil in sectional 
cedar box. Wholesale, $33 per dozen with mini- 
mum order of 6 sets or $9 for 3 sets. Lenart Im- 


pastel blue or cream back- port Ltd., 550 5th Ave. and 225 5th Ave., N. Y. 
ground. Abels, Wasserberg & 


Co., Inc., 23 E. 26th St., N. Y. 


Fine English bone china break- 
fast set exquisitely decorated 
with "Morning Glory" design 
in delicate natural colors. 
Set wholesales at $13.35. Fanny 
Morse, 225 5th Ave., New York. 


Beautifully fire pol- 
ished crystal en- 
semble, available 
for immediate de- 
livery from stock. 
Pheasants, twelve 
and a half inches 
long; diameter of 
bowl twelve inches. 
Three-piece set re- 
Samara Pottery, inspired by an- tails at $10. Ebel- 
cient Mayan art, modeled by a ' ing & Reuss, Inc., 
hand and glazed in turquoise, ey 225 Sth Ave., N. Y. 
yellow, green, blue and coral 
crackle. Five and a half inch 
vase, $4; nut dish or ashtray, 
$3.25. Lunning, Inc., 667 5th Ave., 
New York. Catalog is available. 


Latest creation styled by Freeman, a frosted 
glass leaf bowl, 15 in. x 9 in., with leaf 
veins in clear crystal. Bowl and matching 
candlesticks wholesale at $5. Exclusive with 
Martin Freeman Co., 225 5th Ave., N. Y. 


Irice ‘perfume bottles, featuring 
heavy crystal bases and beautifully 
fashioned stoppers. 40-page catalog 
finished in mauve, blue or grey-flesh. Seventeen and a half . will be sent by Irving W. Rice & Co., 


Truly a work of art, this lissom medonna by Goldscheider is 


inches high, it retails at $20. Everlast, 225 5th Ave., New York. Inc., 15 W. 34th St., New York, N. Y. 
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Made in 


America 


A group of color- 
ful Birds, beauti- 
fully modeled and 
decorated. Only 
one item of our 
extensive line of 
merchandise suit- 
able for the 
Jeweler. 


In stock for early 
delivery. 


19 EAST 26th STREET 
Fifth Ave. New York 


wl Sinai creations in shimmering crystal 
and fascinating Carrara Glass highlight the spa- 
cious showroom of H. H. Turchin Co. . . . where 
modern decor achieves the ultimate in good taste 
and perfection of craftsmanship. 


also on view at our Chicago Show Room 


ROBERT P. PIERCE 


1532 Merchandise Mart 





AQUARIA @ BOOKENDS 
GLASS BLOCK VASES 
PLATEAUS @ MIRRORS 


HELTURCHIN CO 


230 FIFTH AVENUE NEW YORK CITY 
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g / by VINCENT S. LIPPE, JR. 
BOBS IF” Be Luery OTPOURRI . . . at 225 Fifth Ave., New York. 


Jewelers—while in town for your Fall buying, don’t 
fail to visit “225,” as many unique lines are displayed 
there which were not exhibited at the gift shows. . 
M. Wille has just introduced a smart new leather acces- 
sory line for men as well as a collection of ceramics by 
Sasha of Hollywood, distinctly European in treatment. 
. . » Hazel Mahoney of S. S. Sarna achieved patriotic 
distinction by being the first member of the gift and art 
industry to enlist in the fast-swelling ranks of the 

| WAAC’s. She entrained for Des Moines, Ia., Sept. 1 
W R | ] N G ( A \" f \\ to join the Training School for Officers. .. . Martin Free- 
man’s call to the colors occasioned a gala “barbecue- 
blast” hosted by his numerous friends, which will remain 
a hallowed memory for the duration. ... War Bond and 
Stamp Sales at the recently opened booth in “225” ’s 
lobby totaled a neat $16,000 for the first week! Sensa- 
tion of the Bond Booth is the sales technique of Soovia 
Janis, who buttonholes everyone she knows—and the 
number is legion. Weil-Freeman opened the drive with 
a $1,000 check and Alice Schaeffer nipped Iran Import- 
ing Co. for another $1,000. Keep ’em buying, gals! ... 
Rubel & Fenton are now showing the Hedi Schoop line 
of ceramic figures as well as new decanter sets in Barth 
Crystal which are exceptional values. . . . The Southern 
Highlands trend, initiated by Mary Rodney and spon- 
sored by House & Garden, seems to be sweeping the 
country. Her provincial lustre ware should be of par- 
ticular interest to jewelers. . . . Geo. F. Bassett has 
acquired an extensive stock of earthenware fancy goods 
from Portugal which is notable for brilliant coloring and 
intricacy of design. . . . A postcard will bring you new 
merchandise catalogs recently issued by the following 
KHAKI (Ilustrated) 9.00 Doz. Net firms at “225”: Asiatic Art Jewelry Co. (military rings 
NAVY 900 " ” and emblems), the Beckhard Line (stationery, albums, 
photo cases, etc.), the Fan Co. (Gemstone Ware plastic 
NO. 103 BROWN 440" * Chinese figures), R. F. Brodegaard & Co. (new stem- 
NO. 103 KHAKI 440 " “ ware and drinking accessory patterns), Finland Cer- 
amics & Glass Corp. (birch wood serving trays), H. 
*NO. 101 BROWN al60 " George Caspari (peasant dinnerware and artware in 
*NO. 101 BLUE 160 "  ” Hadley Pottery) and Decorative Crafts, Inc. (popular- 
priced pottery novelties). 





*NO. 102 S. TAN 36.00 eee 


*NO. 102 BLUE 36.00 *" ”" Tue complete line of Multi Products, Inc., is now 
on permanent display with Ralph P. Higgins in Room 
“GENUINE LEATHER 15-131 Merchandise Mart, Chicago. The display in- 
cludes an extensive assortment of wall brackets, serving 
trays, mirrors, brush sets, plaques, bookends, tie racks, 
Write for latest catalog figures, animals, and smoker’s articles. 


Be 


STATIONERS SPECIALTY CORPORATION Rotu & WIENER, 28 W. 27 St., New York, have 


just completed a quality line of all-leatlher compacts 
wok ae extremely smart in design and suitable for the quality 





oth lh cei a jeweler. Other items of note in the new line are desk 


sets, writing cases, cigarette boxes, waste baskets, ete.— 
all available in a wide range of colors. 
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Spode BLUE ELAINE 


Sell “Starter Sets” of Spode and 


make permanent customers. 





Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 


















THE LUNNING COLLECTION 
adds a new design to its distinctive 


American China 





"Write for price list and exclusive 
distribution terms 


ae Se Lunning Jute. 
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ifts of ae 


istinclion 


Hundreds of new and exclusive gifts 
in China, Pottery and Glassware 
are ready for Fall 1942. 





American fine china reproducing exquisite 
European models, with elaborately hand 
treated decorations. 


Left to right—top: 


No. 2/22F Urn ht 11" coin gold and color decor.. .$7.50 each 
No. 130/1 Covd Urn ht 15" “Old Worcester" Rose. 8.25 each 


Ne 8/9 Urn 6 OEY oe... es. 7.50 each 
Lower: 

No. 132/2 Cachepot, ht 5" ....... «sci Js ee 
No. 130/4 Perfume Bottle ....... lw eae 
No. 130/5 Powder Box, width 6" .. abe _.. 3.50 each 
No. 130/4-5 Vanity set 3 pc. .................. 8.75 set 
No. 130/3 Candy Box, width 9" ............... 4.50 each 


(Prices net, F. O. B. New York) 


A postcard will bring you a copy of our new 
18-page catalog 


KOSCHERAK BROS., we. 


129 FIFTH AVENUE NEW YORK 
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Big Attendanee, Keen Interest 
Feature ANRJA Convention 


Brass Tacks Discussion 
Of Wartime Problems 
Held at Every Session 


Spurred by a realization that 
jewelers today are faced with prob- 
lems which threaten their business 
existence, retailers from far and 
near turned out en masse for the 
87th annual convention of the 
American Nationa] Retail Jewelers 
Association at the Waldorf-Astoria 
Hotel, New York, from Monday, 
Aug. 24 to Thursday, Aug. 27, in- 
clusive. 

Their efforts were well rewarded 
by a program of frank and prac- 
tical discussions of these vital ques- 
tions by informed leaders of the in- 
dustry, which were eagerly and at- 
tentively listened to by capacity 
audiences at every session. Seldom, 
if ever, has a jewelry trade conven- 
tion provided such a wealth of prac- 
tical guidance for the retail store 
operator 


REGISTRATION TOTALS 3541 


Total registrations were 3541, of which 
1398 were manufacturers, wholesalers 
and their salesmen and 2143 in the re- 
tail classification. 

Elected to the presidency at the busi- 
ness session on Thursday morning, which 
closed the convention, was Charles J. 
Michaels, Hartford, Conn., who has 
served the association as regional vice- 
president for the past two years. To 
replace Mr. Michaels as northeastern 
regional vice-president, Arthur Sundlun 
of Washington, D. C. was elected. Henry 
W. von Unruh, who has been president 
for the past two years, remains on the 
board as immediate past-president in 
accordance with ANRJA’s custom, and 
Myron Everts, former immediate past- 
president, retires. 

All other officers and members of the 
executive committee were _ re-elected 
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without change as follows: vice-president, 
southeastern region, gilvin Magnon, 
Tampa, Fla.; vice-president, , north- 
western region, Frank J. Pfeiffer, Par- 
sons, Kan.; vice-president, southwestern 
region, Robert J. Slagle, Houston, Tex. ; 
vice-president, Pacific Coast region, A. 
N. Slavick, Los Angeles, Cal. Charles 
T. Evans was re-elected secretary, and 
A. W. Anderson, Neenah, Wis., con- 
tinues as treasurer. 

As a business association convention, 
the gathering set a high-mark. As a 
trade show, it fell far short, as was ex- 
pected, of past performance. Partly be- 
cause of merchandise and materials 
shortages and consequent inability to 
take orders and make deliveries—and 
partly because many suppliers objected 
to the reversion to two shows, especially 
under conditions like the present—the 
number of exhibits was small and many 
kinds of goods were conspicuous by their 
absence, notably silverware and watches, 
with none of the former and only two 
of the smaller distributors of the latter 
being represented. 

However, while the exhibition was far 
from a complete showing of jewelry 
merchandise, many of the exhibits were 
interesting and attractive and those sup- 
pliers who were able to accept orders 
unanimously reported a land-office busi- 
ness with retailers hungry for salable 
merchandise. 

Indicative of the merchandise short- 
ages and the consequent need among 
jewelers to develop new methods and 
ideas to compensate for volume lost or 
likely to be lost in lines that are no 
longer obtainable, was the interest 
Shown in the service featured by Paul 
de Vries, New York, whose facilities are 
designed to aid local retailers in de- 
veloping a business in buying and selling 
old jewelry—a department which in the 
past has been of scant interest to com- 
paratively few retailers, but which is 
now assuming major importance as a po- 
tential source of revenue. 


ASK OPA RE-DEFINE "STONE" 


Resolutions adopted at the final ses- 
sion included: Pledges of their coopera- 
tion in the war effort, in the sale of War 
Bonds and Stamps, and to the support 
of the principles of the Maximum Price 
Regulation. However, OPA was asked 
to revise its present definition of “preci- 
ous stones” for the purpose of the 





Charles J. Michaels 
is Elected President; 
Exhibits Few in Number 


Maximum Price Regulation on _ the 
ground that the present one is imprac- 
tical, discriminatory, and probably un- 
workable. 

It was resolved that the association 
cooperate to the utmost in the effort 
which is now being instituted to make 
silver available for the manufacturer of 
civilian goods, including silverware, 
watchcases, gold filled jewelry, etc., and 
a special committee was appointed for 
that purpose consisting of Edward 
Krehbiel, Black, Starr & Gorham, New 
York; William Broer, Broer - Free- 
man, Toledo, O.; Charles J. Michaels, 
Michaels, Ine., Hartford, Conn.; Bruce 
McCague, Cowell & Hubbard Co., Cleve- 
land, O.; Ben Rudolph, Rudolph Bros., 
Syracuse, N. Y. and William T. ‘Thurber, 
Tilden-Thurber Corp., Providence. 

It was further resolved that the as- 
sociation set up an extension department 
to promote closer relations with state 
and local associations, and that the or- 
ganization continue its activites in the 
American Retail Federation. 

The enactment of trade diversion laws 
was urged and appreciation was ex- 
pressed to the watch manufacturers for 
their work in the war effort, to Charles 
J. Michaels for the remarkable record of 
his membership committee in increasing 
the enrollment of the ANRJA by more 
than 1000 new members during the past 
year, and to President von Unruh for 
his able leadership throughout his term 
of office just ended. 


IGNORE DESIRE FOR MERGER 


The result of the survey described on 
pages 46 and 47 of this issue was 
brought to the attention of the officers 
but they expressed themselves as unin- 
terested and no official recognition or 
action was taken of the matter. 

An informal conference of NACJ 
directors, which had met in New York 
for other purposes, likewise expressed 
themselves as uninterested. The views of 
the two groups of officers on the subject 
of a practical working basis appear to 
be utterly irreconcilable, regardless of 
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the desires of the rank and file of the 
retail jewelry industry, and further at- 
tempts to bring them together seem hope- 
less. Apparently, the industry is to con- 
tinue to be divided between two associa- 


tions. 


SHORTAGES REFLECT WAR WORK 


Opening the first session—with 500 at- 
tendance—President von Unruh touched 
on the ANRJA-NACJ merger attempt 
last winter, the slight effect of the Re- 
tailers’ Excise Tax on jewelry sales vol- 
ume, and the impact of the war on the 
industry. 

“A serious concern of retailers is the 
loss in sales expected as a result of mer- 
chandise shortages,” he said. “Retailers, 
generally, have enough goods on hand to 
carry them through the holiday season, 
but will feel the pinch soon after that 
unless relief is granted to manufac- 
turers.” 

Dr. Reavis Cox, chief of the services 
program branch of WPB’s office of ci- 
vilian supply, while admitting the unfor- 
tunate effect of materials shortages on 
the jewelry and other industries, main- 
tained that such scarcities indicated that 
war production was rapidly moving into 
high gear. 

Warning that boom jewelry sales could 
not continue indefinitely while the war 
is going on, he pointed out that even 
substitute materials are becoming scarce. 
“The pipeline from the raw materials 
producer to the consumer who buys the 
finished products is a long one,” he as- 
serted, “but we are emptying it out and 
it is being refilled not with consumers’ 
goods but with war goods.” 


LEONARD DISCUSSES CEILINGS 


The featured speaker of the evening, 
Floyd W. Leonard, OPA jewelry admin- 
istrator, spoke on the need for price 
ceilings and the mechanism of determin- 
ing them. Stating that in 1941 there was 
about 74 billion dollars in the hands of 
consumers to be spent for goods and 
services, balanced by an _ equivalent 
amount of consumer goods and services 
to be purchased, he pointed out that 
1942 estimates indicated 86 billion dol- 
lars of purchasing power against only 69 
billion dollars’ worth of goods and 
services. 

“Price ceilings present a challenge to 
every jeweler,” he stated, “but what can 
you do about such a condition? For one 
thing a better, more intelligent selling 
job will reduce returns, complaints and 
policy repairs. Better and more careful 
handling of your stock will reduce dam- 
aged goods and mark-downs. Better 
buying, better balancing of your inven- 
tory will increase your turnover. Don’t 
buy more than you reasonably need, 
since a better selection of items you 
stock will also give you an increased 
turnover.” 4 

Certain departments, he asserted, will 
experience heightened traffic as a result 
of shortages. Pointing out that the lim- 
ited number of clocks and watches avail- 
able makes it necessary that the ones 
now in the hands of consumers be kept 
In condition, he suggested a general 
strengthening of watch and clock repair 
departments and putting them on a more 
profitable basis by overhauling costs and 
quality of work. 

At a question-and-answer period fol- 
lowing this address, the question was 
raised as to how, in the face of increased 
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demand for watchmakers in the war ef- 
fort, jewelers could hope to handle the 
increased demand for repairs which will 
result from watch and clock shortages. 
Granting that the question was a diffi- 
cult and important one, Mr. Leonard 
suggested that only the most technical 
and exacting work be performed by 
skilled watchmakers, and more simple 
operations (such as dismantling, clean- 
ing, etc.) by more easily trained novices. 

Most of the questions directed at Mr. 
Leonard concerned OPA’s definition of 
a precious stone. Pointing out that the 
framers of the definition had objets 
dart, rather than the stones sold by 
jewelers in mind when drawing up the 
definition, he stated that there were, 
nevertheless, seven jewelers among the 
men who devised the definition. 

When asked why OPA had originally 
placed watch, clock and jewelry repairs 
under price regulation only to exempt 
them later, Mr. Leonard admitted that 
OPA had, in effect, “bitten of more than 
it could chew.” Stating that the status 
of silverware repairs was, at the mo- 
ment, ambiguous, he promised a definite 
ruling shortly. 

Numerous other questions concerning 
price ceilings were asked during the 
session, the answers to the majority of 
them having been already covered in 
detail in Tue Jewerers’ Crcurar- 
KEYsToNE. 


WANTS UNITED THINKING 


First of four speakers to discuss cur- 
rent problems in retailing at the second 
general session, Tuesday morning, Aug. 
25, William J. Cheyney, executive direc- 
tor of the recently organized Retail 
Credit Institute, exhorted retailers of all 
classifications to think more about their 
similarities and less about ther dffer- 
ences so that retail distribution can 
speak impressively at Washington. A 
fight to repeal the Silver Purchase Act 
was mentioned as a worthwhile drive for 
all retailers and trade associations. The 
Trade Diversion campaign, which had 
pledged more than 3000 large employers 
against “industrial discount” buying for 
their employees, has been shelved for the 
duration by the American Retail Fed- 
eration and the National Retail Furni- 
ture Dealers Association, but Mr. Chey- 
ney said this too was the sort of fight 
that would unify retailers and perhaps 
win them a seat in the councils of the 
nation. 

“Beware of those who in emphasizing 
the difference between types of retail 
credit actually seek to split and divide 
retailers,” Mr. Cheyney went on. “Those 
who emphasize the cost of credit really 
seek to destroy the right of credit. 
Curbing the right to advertise may be 
the next step for foes of business who 
are now attempting to divide business.” 

Dr. Paul H. Nystrom, president of the 
Limited Price Variety Stores Associa- 
tion, declared that the General Maximum 
Price Regulation is only the beginning 
of war regulations affecting retailing. 
“It now seems likely,” he said, “that re- 
tailers will be subjected to a number of 
other regulations such as inventory con- 
trol, rationing applied to a number of 
products and, perhaps, gross margin 
control.” 

Some OPA and WPB officers expect a 
considerable number of small manufac- 
turing concerns and of retail concerns 
may have to go out of business before 
the war is over, Dr. Nystrom related, 








because there will not be enough mer- 
chandise to keep them going and the 
labor now employed in those concerns 
is needed in the war effort. 

One way jewelers can make up for 
shortages in new goods is in the repair 
department, Dr. Nystrom said. “There 
may be considerable need for educating 
the public to bring their clocks and 
watches to jewelry stores to keep them 
in good order for the duration of the 
war. A system of standardized prices 
for such cleaning and repair services 
that bears some relation to the value of 
the product as well as to the amount of 
labor and other costs involved would 
probably be an important factor in build- 
ing up such services.” 

Concluding, Dr. Nystrom advocated 
the control of wages and farm costs, to 
round out the program against inflation. 


WANTS DIRECTOR OF CIVIL ECONOMY 


Lew Hahn, general manager of the 
National Retail Dry Goods Association, 
pointed out that there are now two dif- 
ferent economies in the U. S., war and 
civilian. While not wanting to withhold 
one man’s labor or one machine’s work 
from the war effort, Mr. Hahn urged 
that the President set up a director of 
civilian economy to administer speedily 
and fairly whatever is left for civilians 
after military needs are filled. 

“Casualties are inevitable in the civil- 
ian field,” he said, “what with scarcities, 
price ceilings, rising costs and loss of 
personnel. Wise merchants will plan 
their inventories so stock will last as 
long as possible, will hold fewer sales, 
will make fewer bargain offers, will 
frankly tell civilians about any reduc- 
tions in quality, and perhaps even reduce 
floor space and contract operations as 
part of keeping expenses at a minimum.” 

Of OPA Mr. Hahn said: 

“Price regulations have the effect of 
Federal law—we must observe them 
whether we want to or not. Leon Hen- 
derson has $120,000,000 available to en- 
force OPA and even in these days that 
will pay for a lot of investigation work. 
Why sit supine, waiting for a Federal 
policeman to come in and suggest that 
you'd better take a look at the regula- 
tion? . . . Retailers should stand behind 
their Government and their public agen- 
cies as a loyal legion.” 

The shattering effect of the war upon 
Britain’s jewelry industry was told by 
Elmo Roper, marketing expert, just back 
by clipper from England. Mr. Roper 
does not believe that the trade here will 
follow the British pattern. That’s fortu- 
nate for: 

On Dee. 1, 1940, British retailers might 
henceforth buy no more than one-fourth 
of the value of their purchases in 1939; 
since prices had doubled in the mean- 
time this meant that they could acquire 
only one-eighth of the merchandise they 
bought in 1939. 

On Apr. 5, 1942 jewelry merchandise 
except electroplate, cutlery and watches 
was subject to a manufacturers’ tax of 
66 2/3 per cent. Since September, 1940, 
the rate had been half that. 

And on Aug. 1, 1942, manufacture of 
jewelry merchandise was completely 
stopped except for wedding rings, studs, 
cuff links and watch and key chains 
which might be no finer than 9 karat 
gold. 

Because of these regulations, because 
of the Price of Goods Act which keeps 
the same monetary profit but not the same 
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percentage profit when higher-priced 
goods are sold (i.e., old cost £10; selling 
price £15—new cost, £20; selling price, 
£25), the fact that 85 per cent of British- 
cut diamgnds must be exported, and the 
government’s policy of discouraging the 
purchase of non-essentials, British jewel- 
ers—with courage and good spirit—are 
doing small business these days. Ex- 
amples of current stocks and sales: One 
great London jewelry store used to stock 
2000 watches; now it has exactly two, 
and both priced in three figures. The 
same shop ordinarily sold 1000 silver 
cigarette cases a year; recently it has 
been rationed only 12 a month; now 
won’t get any replacements at all. 


TRADE TO FIGHT FOR SILVER 


Featured speaker of Wednesday 


| 
| 


morning, Aug. 26, was G. H. Niemeyer, 
president of Handy & Harman, who 
outlined in complete detail the silver 
situation now faced by jewelers, both 
manufacturing and retail, and pointed 
out that the industry’s only hope is to 
secure some of the Treasury’s unallo- 
cated silver now at West Point. 

Maintaining that repeal of the Silver 
Purchase Act would not solve the prob- 
lem, Mr. Niemeyer asserted that all the 
industry requires is unallocated domestic 
silver in order to keep itself going. He 
stated that a plan would be presented 
to the jewelry industry shortly by means 
of which every jewelry store in the 
country might participate in a cam- 
paign to have unallocated Treasury 
metal released. 

“After election be damned,” he 
stated, pointing out the necessity for 
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immediate action.. “We'd be out of 
business by that time.” 

Other Wednesday worning speakers 
treated of other aspects of the silver 
situation, admitting that Mr. Niemeyer’s 
address had covered the situation most 
thoroughly. M. L. Millspaugh, presi- 
dent of Samuel Kirk & Sons, Baltimore, 
pointed out the cutlery problem which 
had arisen because of the steel shortage, 
and urged his hearers not to overstock 
on silver because of the bad effect it 
would have on the entire industry. He 
also cautioned retailers not to make 
promises for silver items not in stock, 
because of the uncertainty of being 
able to make good. 

Harley H. Noyes, director of sales, 
Oneida Community Ltd., assured his 
listeners that although some _ silver- 
smiths are not now producing for the 
retail market, they would continue to 
protect that market “because we be- 
lieve in the future of the silver busi- 
ness and the retail jewelry business as 
well.” 

F. A. Ballou, of B. A. Ballou & Co., 
Providence, in speaking on gold-filled 
and silver jewelry, pointed out that the 
future of that aspect of the jewelry in- 
dustry depended entirely upon the 
ability to secure silver. “However,” he 
stated, “we must and can find our 
rightful place in the war economy.” 


TIMEPIECES WAR ESSENTIALS 


An address on watches by Calvin M. 
Kendig, president of the Hamilton 
Watch Co., Lancaster, Pa., brought out 
the fact that timepieces are essential to 
the war effort, not only in a military 
fashion, but to civilian workers as well. 
“Nurses, doctors and other defense 
workers will need watches,” he said, 
“and our policy is not one of ‘business 
as usual’ but rather production of items 
vital to the war effort.” 

Durward Howes, Los Angeles, first 
assistant price administrator of OPA 
for southern California, stated the im- 
portance of price control in checking in- 
flation. Pleading for clean, honest com- 
petition, he stated that price control is 
a temporary measure and not the 
shadow of a p'anned economy. 

W. Waters schwab, president of J. 
R. Wood & Sons, New York, speaking 
on gold jewelry, declared that while no 
difficulties comparable to those experi- 
enced by manufacturers of _ silver 
jewelry had as yet been experienced by 
those making gold jewelry, the possi- 
bility of future “squeezes” was not at 
all remote. 

Jerome Roberts of Cohn & Rosen- 
berger, New York, discussed the subject 
of new materials for fashion jewelry, 
pointing out that plainer styles, de- 
creed by WPB, would spur this type of 
merchandise. 

Wilson A. Streeter, president of 
Bailey, Banks & ° Biddle, Philadelphia 
retailers, considered “china and glass,” 
pointing out that imports are holding 
their own, if they are not actually 
greater than last year, and that produc- 
tion of domestic products is somewhat 
behind schedule because of large com- 
mittments by manufacturers to Army 
and Navy procurement bureaus. 


WHAT JEWELERS ARE DOING 


An informal series of brief talks on 
what jewelers are doing to maintain 
sales in these difficult times afforded 
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several ingenious suggestions. Henry 
W. von Unruh, ANRJA president, de- 
clared that the watch repairing side of 
the jewelry business was due for boom 
times and that he had already taken 
steps to increase the efficiency of his 
shop by re-learning the repair business 
himself. 

Harold Koerber, of Robert Koerber, 
Inc., Fort Wayne, Ind., suggested six 
possible spurs to business: (1) the 
addition of new lines such as giftwares, 
handbags, leather goods, stationery, 
etc, (2) adult game sections, (3) a 
service men’s section selling minor food- 
stuffs to be packed with jewelry pur- 
chases, (4) a plan whereby war brides 
might buy silver for delivery after the 
end of the war, (5) more timely win- 
dow displays, featuring such unusual 
themes as synthetic rubber, and (6) a 
general streamlining of repair depart- 
ments. 

Hoyt W. Purvis, Jonesboro, Ark., re- 
tailer, suggested the resurrection of 
old “bad purchases,” dusting them off 
and reintroducing them into stock. He 
cautioned against making a _ jewelry 
store into a miniature department store 
but asserted that many lines would 
have to be added if a jeweler wished 
to remain in business. 


BREAKFAST CONFERENCES 


The breakfast conferences which have 
proven so valuable a feature of ANRJA 
conventions for the past several years 
were again held on Tuesday, Wednesday 
and Thursday mornings, and well at- 
tended on each day. 

Tuesday’s subject under the chairman- 
ship of Frank J. Pfeiffer, northwestern 
regional vice-president, was “Trade 
Diversion,” which was discussed by 
Arthur L. Garniss, executive vice-presi- 
dent, New York State Council on Retail 
Trade Diversion, and Phineas Peters, 
chairman of the executive board of the 
Metropolitan Retail Jewelers Association. 

The speakers told of the fight that 
was made last spring in New York State 
to enact an adequate trade diversion bill 
which successfully passed both the 
houses of the legislature by two-to-one 
majorities but was vetoed at the last 
minute by Governor Lehman. They 
pledged their renewal of the fight and 
urged that similar efforts be instituted 
in other states. Wisconsin, Pennsyl- 
vania, Michigan and Illinois have al- 
ready proven the efficacy of such legisla- 
tive action. 

Wednesday’s conference was given 
over to the Jewelry Industry Publicity 
Board under the chairmanship of C. I. 
Josephson, central regional vice-presi- 
dent. 

John Hall, chairman of the board, and 
William D. MeNeil, executive secretary, 
presented the reports of the organiza- 
tion’s management and operations dur- 
ing the preceding year and June Hamil- 
ton Rhodes, publicity counsel, told of 
the achievements in publicizing jewelry 
and keeping interest aroused. Mrs. 
Rhodes stressed the fact that jewelry 
has a proper place in the scheme of 
things even in wartime and urged jewel- 
ers not to develop an inferiority complex. 


COMPARATIVE PRICE ADS HIT 


_Charles J. Michaels, northeastern re- 
gional vice-president, presided over 
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Lhursday’s conference with the subject, 
“Credit Selling and Advertising.” The 
principal speaker was Marshall A. Mott, + 
mnager of the Better Business Bureau 
of Hartford, Conn., who discussed the 
standards that should be applied under 
present-day conditions, with particular 
reference to the folly of comparative 
price advertising, promotional advertis- 
ing and the like in times like these. He 
particularly condemned the type of ad- 
vertising which states as normal value 
of a piece of merchandise a price 
above the ceiling price at which it may 
be sold, pointing out that today the 
ceiling price is the one proper standard 
of normal value. 

A Dutch lunch with dancing after the 
first session Monday evening; bingo, 
with cash prizes of $200, Tuesday eve- 
ning, and the ‘banquet Thursday eve- 
ning, preceded by a reception and fol- 
lowed by a fashion show sponsored by 
the Jewelry Industry Publicity Board 
and directed by June Hamilton Rhodes. 
were social featutes. Dancing following 
the banquet. 


Watch, Clock, Jewelry Repair 
Exempt from Price Ceilings 

As a result of OPA’s revision of price 
controls over service industries and 
trades Aug. 14, jewelry, watch, clock, 
fountain pen and pencil repairs do not 
come under any price regulation. Accord- 


ing to the revised provisions of the Con-_ 


sumer Service Regulation No. 165, the 
repair, engraving or storage of jewelry, 
the setting or resetting of precious 
or semi-precious stones and pearls, the 
repair or rental of clocks and watches, 
and the repair of fountain pens, mech- 
anized pencils and cigarette lighters, 
are among services exempt from price 
regulation. 

Metalwork, plating, replating, and 
welding, (shopwork only and only for 
consumers other than commercial, gov- 
ernmental or industrial users), are not 
exempted from Consumer Service Regu- 
lation No. 165. 

Whether or not engraving upon silver- 
ware is classified as jewelry engraving 
or metal work was not made clear in 
the revised regulation. A _ clarification 
is expected from OPA but had not been 
issued at press-time. 

Exemption of jewelers’ services from 
price ceilings released many a watch- 
maker and repairer from anxiety occas- 
ioned by OPA’s announcement, early in 
July, that ceiling prices for repairs would 
have to be listed by Sept. 1 and filed 
with local war price and rationing boards 
by Sept. 10. Such a requirement, had it 
not been revoked by placing jewelers’ 
repairs on the exempted list, would have 
subjected jewelers and watchmakers to 
a prodigious amount of labor in figur- 
ing and compiling data concerning March 
price levels on the repair of watches, 
clocks, cases, rings, necklaces, brooches, 
and a host of other articles. 

According to a release accompanying 
the order, the services exempted from 
price control were considered to have 
little or no relation to the cost of living. 


Rudolph to Vigilance Committee 


Benjamin Rudolph, president of NACJ, 
was elected a director of the Jewelers 
Vigilance Committee at a meeting Aug. 
25 in New York. Also named was Au- 
gust Packer, president of the Education- 
al Jewelry Manufacturers Association. 
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Jewelry Trade Fights to Buy 
Idle Treasury Silver 


Gasping for silver as a last resort, the 
medium-and low-priced jewelry industry 
in August found itself in much the same 
position as the starving Lazarus eyeing 
the sumptuous table of Dives, and re- 
ceiving only the crumbs. 

Amidst flaring tempers, cries of “Poli- 
tics” and calm analyses of the situation, 
the industry agreed that its only hope 
was the release of some of the Treasury’s 
hoard of about three-and-a-third billion 
ounces of silver. 

Endeavors were afoot to accomplish 
this, and answers were ready for almost 
every conceivable objection that would 
be raised by the Silver Senators or the 
Treasury. Some of the objections and 
answers: 

If West Point silver is released, with 
what will the U. S. back up its currency? 
Answer—Back it up with the silve: 
“loaned” to war industry as electrical 
conductors; it is not being consumed, 
can’t be stolen; therefore is valid for 
monetary reserve. 

If you do get Treasury silver at 71 
cents per ounce, how can you avoid vio- 
lating price ceilings in selling jewelry 
using metal costing double the normal 
price? Answer—Apply to OPA for 
adjustment. Mechanics of the Generul 
Maximum Price regulation specifically 
allow for adjustment “if undue hard- 
ship” ensues. 

Your demand for silver impedes the 
War effort. Answer—We want no silver 
necessary for the war effort. Instead, in 
many cases, we want to continue the 
jewelry manufacturing business only in 
order to make sufficient profit to permit 
us to fill war contracts upon which we 
lose money. 

But this is an all-out war. Your en- 
tire personnel and all of your facilities 
should be engaged in war production. 
Answer—Many of our employees have 
been with us for over a half century; 
are too old to stand the pace of war pro- 
duction. Much of our equipment is not 
adaptable to war production; it is next 
to impossible to get new equipment. 


SILVER A LAST RESORT 


Cut off from virtually every other 
metal and most plastics because of their 
demand in the war production, U. S. 
manufacturers of low-priced, gold-filled 
and rolled gold plate jewelry, watch 
cases, etc., turned to silver about six 
months ago. 

Jewelers were not alone in turning to 
the metal, however. The makers of war 
materials, even with high-priority rat- 
ings, were unable to obtain all of the 
vital copper, zinc, lead and tin they 
needed. They, too, turned to silver for 
relief, using it in electrical instruments 
(because of its high conductivity it 
excels copper), in solders, aeroplane en- 
gines, chemical vats, etc. The war in- 
dustry’s demand for silver put the 
“squeeze” on jewelry manufacturers. 


TWO KINDS OF SILVER 


As a result of the Silver Purchase Act 
of 1939 there are two “kinds” of silver 
—foreign silver, which the U. 5S. 
Treasury buys for 35 cents an ounce, 
and domestic silver which the Treasury 
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buys at 71.11 cents per ounce. Purchase 
by others of domestic silver at less than 
71.11 cents per ounce is not forbidden 
under the terms of the Act, but, as is 
obvious, no domestic silver producer 
would sell at less than that price when 
the Treasury guarantees to purchase un- 
limited amounts at the high figure. Two 
results have followed as consequences of 
the Act: (1) The Treasury has amassed 
an enormous hoard of silver which it 
cached at West Point, and (2) industry 
purchased foreign silver because it cost 
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only one-half as much as the domestic 
product. 

On July 21 WPB placed silver on the 
list of commodities subject to General 
Imports Order M-63 which forbade im- 
portation by any person other than 
designated Government agencies and 
persons specifically authorized. And on 
July 29, as a result of war industries’ 
increased use for silver, WPB issued 
Order M-199 which prohibited after 
Oct. 1, the use of foreign silver, in the 
manufacture of a wide list of products 
including silverware, watch cases, jew- 
elry, badges, insignia, pens, pencils, 
toilet sets, picture frames, silver-clad 
metal, church goods, etc. Until Oct. 1, 
manufacturers were allowed either one- 
twelfth of their 1941 consumption: of 
foreign silver or one-sixth of the for- 
eign silver they used in the first six 
months of 1942. The catch in this set-up 
lay in the fact that silver refiners were 
hard-pressed for the metal and had 
little or none available to fill even such 
moderate quotas. 


AUGUST DEVELOPMENTS: 


On Aug. 5 OPA, with the issuance of 
Maximum Price Regulation No. 198, set 
price ceilings on imported silver bullion 
at 35% cents per ounce, regardless of 
existing contracts. The order was ef- 
fective Aug. 10. An amendment is- 
sued Aug. 30 and effective Aug. 31, 
raised the ceiling to 45 cents but permit- 
ted the carrying out until Sept. 30 of 
silver import contracts entered into be- 
fore Aug. 10 at higher than established 
maximum prices. 

On Aug. 30 OPA authorized sellers of 
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silver alloys, blanks, wire, ete., after 
Sept. 3 to pass on to their customers 
increased costs resulting from the use 
of newly mined domestic silver (ceiling 
71.111 cents per fine ounce) in place of 
imported silver at 35% cents per ounce. 
The increase will be at the rate of 361% 
cents per fine ounce of newly mined do- 
mestic silver contained. Other orders 
were expected permitting manufacturers 
and sellers of silverware, jewelry, etc., 
to raise the selling price of articles made 
with the higher-priced domestic silver. 
Plans are now under way for a co- 
operative effort in the industry, to en- 
list the aid of retailers as well as 
manufacturers in a campaign to obtain 
release of some Treasury silver at a 


| price averaging the cost of the Treasury’s 





acquisitions of foreign (71.lle.) and 
domestic (35c.) silver. It is expected 
that details of the plan will be made 
known shortly. 

Meanwhile, in the Providence-Attle- 
boro area, a sectional drive to produce 
some of the Treasury’s metal was be- 
gun Aug. 13. Backed up by the Provi- 
dence press which was up in arms at 
the prospect of the city losing its 
greatest industry, 133 jewelry and sil- 
verware firms in Rhode Island wrote to 
the state’s Congressional delegation ask- 
ing that something be done to release 
the metal. Pointing out that the two 
industries employed about 25,000 people, 
the letter stated that the firms need 
only 80,000,000 ounces of silver annually, 
and that the Treasury had 2,522,000,000 
ounces of silver not needed for coinage. 
The letter immediately bore fruit, with 
Sen. Theodore Green calling a meeting 





of jewelers and silversmiths. Represent- | 
ing the trade were Edmund C. Mays, | 


president of the Gorham Mfg. Co.; 
George A. Ingleby, president-treasuser 
of the Hadley Co., and chairman of the 
industry advisory committee of the 
NEMJSA; Frederick A. Ballou, Jr., 
treasurer of B. A. Ballou & Co., and 
president of NEMJSA; Edward O. Otis, 
Jr., executive secretary of NEMJSA, 
and William G. Thurber, secretary- 
treasurer of Tilden-Thurber Corp. The 


state’s two Congressmen also attended. | 


NACJ Picks ‘Bill’ Wagner 
As Executive Secretary 
Benjamin G. Rudolph, president of the 


National Association of Credit Jewelers, | 


announced late last month the appoint- 
ment of William Wagner as executive 
secretary of the association, 
Oct... 1. 


effective 


NACJ headquarters will be moved to | 


New York from Washington, D. C., Mr. 
Rudolph said. 


Mr. Wagner, energetic and forthright, | 


has been identified with the jewelry in- 
dustry since 1923 and was editorial rep- 
resentative in New York of the Keystone 
until 1935 when that publication was 
consolidated with The Jewelers’ Circu- 
lar. 
politan area code authority for the 
jewelry industry during NRA, he has 
served in recent years as secretary of 
the Associated Credit Jewelers of New 


' York and New Jersey. 


He will continue in the latter capac- 


| ity as well as his new post with NACJ, 


where he succeeds J. Frank Newman, 
whose resignation was accepted at the 
July convention at Chicago. 


Executive secretary of the metro- | 
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Advertised in LIFE and ESQUIRE 


Ahvays the Prefect Gift [ 
PRINCE GARDNER 


2025 S. Vandeventer Ave., 
St. Louis, Mo. 


Creators of the “Invisible Stitch’’ Billfold 


10$ 











Quick - Live - Cash 


FOR YOUR 


New or Old Stock 


¥%& DIAMONDS—I oose or mounted, per- 
fect or imperfect, from pointers to 


any carat size, large or small quantities. 


% WATCHES — Hamilton, Waltham, 
Elgin, Longines, Bulova, Gruen, Ben- 
rus and other American or Swiss 
watches (in any condition); also Rail- 
road, stop-watches and. chronographs. 
Send us your trade in watches and old 
— regardless of their condi- 
on. 


% WATCH ATTACHMENTS—in metal, 
solid gold, gold filled or plated; ladies 
or gents. 


% JEWELRY—Solid Gold or Gold Filled 

with or without diamonds; old or new, 
large or small quantities; Custom 
jewelry, antique or obsolete. 


% CLOCKS AND INSTRUMENTS — 
Chronometers, Sextants, large or 
small, expensive or inexpensive, old or 
new in any condition. The U.S. Navy 
needs them urgently. Also Waltham 
Auto Clocks with indicators, chrono- 
graphs, optical, electrical and other in- 
struments. 


¥% STERLING SILVER—Wanted 100,000 
ounces fin Flatware or otherwise, re- 
gardless of condition. The high price we 
pay will surprise you. Send us a load 
today and wet the CASH. 


% OLD GOLD—SILVER—Platinum and 
other prerious metals. Solid, filled 
or plated. Highest market prices. 


% GENUINE — SYNTHETIC — AND 
IMITATION STONES — Loose or 
mounted. 


% TOOLS AND EQUIPMENT—Watch- 
maker’s, Jeweler’s, Diamond Setter’s 
or Optician’s, any condition. 


% JEWELRY BOXDS—Longines, Bul- 
ova, Gruen, Hamilton, Benrus watch 
boxes, ring or other jewelry boxes— 
chronometer cases. 


- MISCELLANEOUS — Fountain pens, 
electrical razors, and any other 
electrical appliances—GUNS, RIFLES, 
FIREARMS, Cameras, etc. 

I pay highest prices for complete stores 
and stock: with or without fixtures. 


WE WANT YOUR MERCHANDISE 


ANY CONDITION—ANY QUANTITY 


You can send us your merchandise with 
confidence with your appraisal value. 
We will send you our check or give 
you a bona-fide offer subject to your 
acceptance. Otherwise, we will return 
your mérchandise at our expense. 


Licensed and Bonded. References. 
Send Today . . . Without Delay 


Write .. . Wire . . . Telephone 


IRVING SACK’S JEWELRY CENTER 
864 Broadway, New York City 


Gramercy 7-7715 
Walker 5-9265 Canal 6-4958 











Maximum Penalty for von Clemm in Nazi Gem Case; 
Sentenced to Two Years Prison, two $10,000 Fines 


Werner von Clemm, a U. S. citizen of 
German birth and head of the Pioneer 
Import Co., New York, was convicted 
in Federal Court, New York, Aug. 18, 
of conspiring with the German High 
Command to “flood” this country with 
diamonds seized by the Nazis in invaded 
Belgium and Holland. The specific 
charge on which he was convicted was 
that of conspiracy to violate President 
Roosevelt’s order of May 10, 1940, freez- 
ing the assets of the nationals of the 
Low Countries. 

Maximum penalties—a prison term of 
two years and a fine of $10,000—were 
imposed on von Clemm Aug. 24 by Fed- 
eral Judge James P. Leamy who had 
presided at the trial. At the same time, 
a fine of $10,000 was also levied against 
the Pioneer Import Corp. 

In pronouncing sentence, Judge Leamy 
said: 

“Some years ago, when you took your 
oath of allegiance to the United States, 
some things were asked of you and some 
things were not asked. You were not 
asked to abandon your love for your 
native land, for that would be like asking 
a child to abandon its mother. 

“You were asked—in fact it was de- 
manded of you—that you transfer your 
loyalty from Germany to America. From 
the evidence brought out in this trial I 
am convinced you have not done that.” 

Later in the day Judge Leamy refused 
to permit the release of von Clemm in 
bail pending appeal. He flatly rejected 
the contention of the defense attorney 
that several substantial questions on the 
legality of the conviction existed. 

While the indictment specifically named 
the German High Command as the co- 
conspirator, no evidence was introduced 
at the trial to show that von Clemm en- 
gaged in any military activity in this 
war or had any direct dealings with the 
German Army. United States Attorney 
Mathias F. Correa, in presenting the 
charges, maintained that von Clemm was 
not a Bundist but did act with and for 
the German Government against the 
United States. 

Shortly after diamond centers in the 
Low Countries were in German hands, 
von Clemm sent word to his European 
representatives that “recent develop- 
ments” made the diamond business here 
look more promising. In his defense von 
Clemm asserted that this statement 
merely referred to the elimination of 
competition from Dutch and Belgian 
centers, but Mr. Correa charged that he 
was referring to a plan to sell the dia- 
monds that a Nazi “diamond control 
officer” was buying with Nazi “occupa- 
tion marks.” 

Originally importers of commodities 
far removed from the jewelry industry, 
the Pioneer Import Co. at the beginning 
of World War II became the exclusive 
sales agency for the German gem-cutting 
industry. Importers in America were 
forced to purchase German stones from 
the Pioneer monopoly, or not at all. 

During the first six months of 1941 
(after which time the U. S. banned 
German imports), the Pioneer Import 
Co. acted as sales agency for $437,811 
worth of imitation precious stones, 
$114,938 worth of synthetic stones and 
$253,576 worth of semiprecious stones, 
all of which came from Germany. Dur- 





ing the same period 539 carats of dia- 
monds were also imported by the firm. 

In January of this year, a Federal 
Grand Jury, sitting in New York, re- 
turned a true bill charging that von 
Clemm and the Pioneer Import Co. were 
illicitly trading in confiscated diamonds. 
Technically, the charge was of conspiracy 
to violate the Presidential order prohibit- 
ing payments involving properties in 
which Belgian or Netherlands nationals 
had an interest. While customs agents 
managed to intercept $100,000 worth or” 
the gems, it was estimated that von 
Clemm might have disposed of as much 
as $150,000 worth before the scheme was 
uncovered. 


3,000,000 Jewels Are Freed By 
Electric Meter Production Curb 


Curtailment of production of the 
common household electric meter, an- 
nounced under the terms of WPB Gen- 
eral Limitation Order L-151, will make 
available for precision instruments used 
in military operations approximately 
3,000,000 industrial jewels. 

About 750,000 pounds of copper will 
also be made available for military 
purposes as a result of the order. 
Existing meter manufacturing facil- 
ities will be converted to production of 
precision-type combat instruments, 
gauges, measuring devices, etc., for the 
Army and Navy. 





Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Noveities, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.) Inc. 


Manufacturers 


64 West 48th Street 
New York 











THE JEWELERS’ CIRCULAR-KEYSTONE 








—  —. aries @ 





Ships Bearing Swiss Watches Dock at Baltimore; 
Origin of Orders Changing Port Undisclosed 


The importation of Swiss watches, vir- 
tually the only source of supply for 
American jewelers as a result of WPB’s 
May order converting domestic produc- 
tion to war work, was spotlighted early 
in August with the announcement that 
“until further notice” ships of neutral 
nations would dock at Baltimore, not 
New York. The origin of the order 
changing ports was not made known, but 
speculation in various quarters named 
New York shipping authorities, the U. S. 
Army and Germany as possible sources. 

Since the outbreak of World War II, 
Switzerland has been shipping watches 
to the U. S. via Genoa and Lisbon by 
Spanish, Portuguese or Swiss ships. 
Switzerland’s watch exportation is, of 
course, with the full knowledge of the 
Axis and—although the Swiss govern- 
ment has placed restrictions on exports 
—shipments of watches continue to ar- 
rive on this side of the Atlantic. 

Proof that orders to change port from 
New York to Baltimore were more than 
idle rumor was furnished by the docking 
of the Ste. Cergue at the latter port Aug. 
13, with a consignment of Swiss watches. 
A theory that New York port authorities 
had requested the change because of 
overcrowded docks was exploded by sta- 
tistics which showed that one-fourth of 
the stevedores in that city were unem- 
ployed. Those who maintained that the 
Army had ordered the change were un- 
able to amplify any statements, main- 
taining that such matters were “military 









U. S. Design 
Patent No. 128,976 


ul 


Friendship Ring 
Made in 14K and 18K Red or 
Yellow Gold. Fingernails on lady’s 


hand set with rubies and her cuff 
with sapphires or rubies. Gentle- 


man’s cuff set with diamonds. 


Edward Gerardi 


INCORPORATED 
64 W. 48th St. New York 
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secrets.” Proponents of the theory that 
Nazi Germany had issued verbal orders 
to ships of neutral nations to dock at 
Baltimore, instead of New York, argued 
that Berlin circles hoped to confuse and 
ensnarl the American transportation 
system. 

At any rate, an indication that the 


.change of ports to Baltimore is consid- 


ered somewhat permanent is furnished 
by the announcement that Rohner Gehrig 
& Co., customs house brokers prominent 
in the watch importing field and com- 
mercial agents for the Swiss government, 
has set up offices at 509 Garrett Bldg., 
Baltimore. 

While imports of Swiss watches are 
continuing, one source stated that ship- 
ments are now behind schedule. No esti- 
mates were available as to a comparison 
between last year’s imports and those of 
this year. 

The problem of casing watch move- 
ments looms more important daily (most 
Swiss movements arrive uncased; are 
cased in the U. S.). Silver, until a few 
months ago considered a practical substi- 
tute for war-vital steel and copper, has 
joined the list of critical metals. 

While a percentage of the watches im- 
ported are already cased, some importers 
fear that the Swiss can’t increase the 
proportion of cased watches they export, 
since the metal situation in Switzerland 
closely parallels that of this country. 


Karlan & Bleicher Patent Upheld 


Karlan & Bleicher, New York ring 
findings manufacturers, have been in- 
formed by their attorneys that the U. S. 
Court of Customs and Patent Appeals 
rendered a decision in their favor con- 
cerning the Matter of Interference No. 
77,982 between an application of T. G. 
Jurgenson and patent No. 2,078,562 
owned by Karlan & Bleicher. The pat- 
eut, which concerns molds for the pro- 
duction of rings, was awarded Karlan & 
Bleicher in 1937. 

The court awarded priority on all 
counts to Karlan & Bleicher; a fact 
which will, no doubt, be important to 
those in the jewelry industry interested 
in casting. 








To The Editor... 


Editor, Jewevers’ Circuiar-KerystTone: 

I was very much interested’ in the 
article in your June issue, “Is Diamond 
Pure Carbon”? I have done spectro- 
graphic analysis as a hobby for over 
15 years and have also built a number 
of instruments, and by this method of 
analysis it is possible to positively iden- 
tify any metal in a few minutes time 
and also identify all alloys in a piece of 
metal or jewelry by using only a minute 
ammount of metal. 

I am a watchmaker. There is a pic- 
ture of one of my instruments on page 
96 of the August issue of the Scientific 
American. 

Spectroscopic analysis has greater 
possibilities than any other method and 


will become very popular in the future. 


Sincerely, 
F. P. Smrru, 


Box 364, Ventura, Calif. 








STONE 


HEADQUARTERS 
For More Than 
TWO GENERATIONS 





@ Speedy Intelligent Service on 
your stone needs... 


PARTICULARLY 


@ Genuine Pearls for Fraternity 
Jewelry 

@ Amethyst, Topaz, Aqua- 
marines 


N. NATHAN & CO. 


INCORPORATED 
PRECIOUS STONES and PEARLS 
610 FIFTH AVENUE, NEW YORK 





SINCE /R\ 190! 


PF 


PROVIDENCE BRANCH 40 FOUNTAIN STREET 


Complete 
LAPIDARY 


SERVICE 


@ Performed by Master Crafts- 
men 


@ Specialists in 
CUTTING and ENGRAVING 
INCRUSTING and DRILLING 
MATCHING and JOBBING 
Stones of all types 





"NATHAN 


apicdaries, One. 
71 NASSAU STREET 





NEW YORK CITY 
* Affiliated with S$. Nathan & Co., Inc. 
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GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 


Jewelry Industry Failures Few and Far Between 
During First Half of '42, Says Board of Trade 


Financial embarrassments in the 
jewelry industry during the first six 
months of 1942 were fewer in number 
than in a comparable period of any of 
the three previous years, according to 
the semi-annual report of The Jewelers’ 
Board of Trade. The amount of failures 
exceeded that of the same period of 1941, 
but fell far below amounts for 1939 and 
1940. 

In compiling the figures, the research 
department of the Board of Trade in- 
cluded persons and concerns manufac- 








turing, importing or dealing in articles 
commercially known as jewelry, includ- 
ing watches, clocks, silverware, goldware, 
platinum and plated articles; also dia- 
monds and precious and semi-precious 
stones, together with synthetic and imi- 
tation stones. 

The following comparative figures 
cover financial difficulties of the jewelry 
trade in the United States from January 
to July, 1942, and for the same period in 
1941, 1940 and 1939. 


NUMBER OF FAILURES 


Manufacturers 
Wholesalers 
Retailers .. 
Repairers 


Fancies 


GENUINE 


AMOUNT OF FAILURE§ 
1942 1941 
Manufacturers . $ 92,287 $194,200 
Wholesalers .. ace say erik th eae 44,346 154,600 
Retailers . thts es | re 409,800 
Repairers : 7,418 28,700 


. $896,811 $787,300 


19,700 18,400 
$1,030,600 $1,379,100 








ZIRCONS |= 


Whites and Blues 


GENUINE 
GARNETS 


Reunds and Ovals 


AMETHYSTS 
TOPAZ 


AGATES 


Plain or Drilled 





Mail Orders Promptly 
Filled 


Special Attention to 


CUTTING 
ENCRUSTING 
DRILLING 


MAX STERN & CO. 


Importers 


17-23 John St. New York 








Railroad Watches Scarce, 
WPB Limits Sales to Army 
And Bona Fide Rail Workers 


Railroad standard watches may here- 
after be sold by manufacturers only to 
fill orders for the Army or for time 
service employees of railroads under the 
terms of General Limitation Order L-175 
issued by WPB Aug. 7. 

Under the order, a watch manufac- 
turer may sell or deliver railroad stand- 
ard watches only to fill orders for the 
Army or to fill an order accompanied by 
a certificate signed by a railroad time 
service employee and his division super- 
intendent stating that the railroad for 
which he works requires him to carry 
a railroad standard watch and that he 
has no such watch. 

New railroad standard watches may 
be sold in fulfillment of contracts, sub- 
contracts or purchase orders placed by 
or for the account of the U. S. Army 
to be used by the Army and not for 
resale. 

The watches may also be sold in 
fulfillment of any purchase order or 
contract, accompanied by the following 
certification signed by both a railroad 
division superintendent and the time ser- 
vice employee who desires the: railroad 
standard watch: 

.....i8 a Time Service, Em- 
ployee of the Railroad 
Company, is employed on the 


F NS Se eee 
Railroad Company, 


(City) (State) 
is required by such Railroad Company to 
carry a Railroad Standard Watch in the 
performance of his duties and has no 
watch capable of meeting these require- 
ments. 

(Signed) 


Railroad Division 

Superintendent. 
The watches may also be sold in fulfill- 
ment of any purchase order or contract 
placed with him by a dealer or whole- 








saler accompanied by a certification in 
the following form: 

The railroad standard watches included 
in this order are required to replace in 
my inventory an equal number of such 
watches sold pursuant to purchase orders 
which I have received (or which 

has certified on an 
(Please turn to page 142) 





Charms ™ 
Ring 
craftsme”” 
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WEFFERLING, 
BERRY & CO. 


Makers of 3 
fine Emblematic Jewelry 


8B ROSE ST., NEWARK, N. J. 
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The 24-Karat Club’s first meeting of 
the fall season will be held Sept. 14 at 
the clubrooms, 608 5th Ave. 

American Time Products, Inc., 580 
Fifth Ave., has expanded its space by 
30 per cent in order to facilitate produc- 
tion of precision instruments for the 
Government. The firm is operating on 
a full 25 per cent overtime schedule. 

q Christian Jakobb’s classes in jewelry 
designing at the New York Mechanics 
Institute, 20 W. 44th St., will commence 
Oct. 2. Since many of the regular stu- 
dents in these courses have entered the 
Army and Navy, it will be possible to 
accommodate a greater number of new 
students this year. 

q Frank Pina was elected president of 
Local No. 1, Jewelry Workers Union, 
AFL, at an election held July 28, and 
Phil Garzirk was elected vice-president. 
Other officers chosen include Jack Sacks, 
recording secretary; Andrew Leredu, 
secretary-treasurer, and Ben Sher and 
Leon Sverdlove organizers. 

q Leon S. Ayjian has opened a shop at 
2 W. 47th St., New York, where with a 
staff of skilled journeymen, members 
of the Diamond Cutters Union, he will 
engage in the expert cutting and repair- 
ing of diamonds for the \trade. ~ Mr. 
Ayiian himself is a cutter of long ex- 
perience in both the United States and 
Europe. 

q Local jewelers’ associations will start 
buzzing for the winter season this month, 
the first to break the doldroms being the 
Bronx RJA which will meet Sept. 8 at 
the Concourse Plaza. The Brooklyn 
RJA will meet Sept. 16 to open the 
season and the Metropolitan RJA, while 
undecided ‘as to a meeting date at press- 
time, indicated that the ball would start 
rolling in mid-month. : 

q The Metropolitan New York Chapter, 
AGS, will hold its first dinner-meeting 
of the year Sept. 16 at the Hotel Win- 
throp, with the annual election of of- 
ficers. William D. McNeil is chairman 
of the nominating committee, and he 
will be assisted by Miss Emily Jaeger 
and John J. Klecka. Plans for a mem- 
bership drive will also be discussed, as 
will the group’s activities for the coming 
year. 

q Alfred N. Williams, for the past five 
years vice-president of the Concord 
Watch Co., 10 W. 47th St., and previ- 
ously managing director and president 
of the firm, has retired from active 
business. Henceforth he will enjoy the 
rural life at the farm of his son, Norton 
Williams, at Putney, Vt. In the jewelry 
business for 58 years. Mr. Williams 
started with Theodore B. Starr in 1884 
and affiliated with the Concord company 
in 1916. 

q Seventy-five employees and former 
employees of three non-ferrous metal 
and jewelry concerns, two in New York 
City and one in New Jersey, are to re- 
ceive a total of $2,146.68 in back wages 
and overtime due them under the pro- 
visions of the Wage-Hour Law accord- 
ing to Arthur J. White, regional direc- 
tor of the Wage and Hour Division, 
U. S. Department of Labor. The firms 
are:Teddy Novelty & Jewelry Co., Inc., 
270 W. 38th St., N.Y.C. Nona Novelty 
Corp., 48 W. 25 St., N.Y.C., and Solo 
Products Corp., Cedar Lane, Engle- 
wood, N. J. 
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q Abel Bros. & Co. Inc., manufacturing 
jewelers at 16 Maiden Lane, were sus- 
tained recently by the U. S. Patent 
Office in their opposition to an applica- 
tion filed by Kushner & Pines, Inc., for 
a trade mark registration for finger 
rings. The application was to register 
as a trade mark for Kushner & Pines, 
Inc. on finger rings, the representation 
of a bell. The grounds of the opposition 
were that for more than 20 years a 
representation of a bell with the letter 
“A” therein inscribed had been used 
by Abel Bros. & Co., Inc. as their trade 
mark, which trade mark had been duly 
registered in the U. S. Patent Office on 
July 11, 1922. 


James J. O'Shaughnessey Heads 
New York Horological Society 


At the last meeting of the season of 
the Horological Society of New York, 
held in late June, James J. O’Shaugh- 
nessy of Brooklyn was elected president. 
Barney Goldstein, Manhattan clock 
dealer, was elected vice-president, and 
Henry B. Fried and J. L. Gruner were 
re-elected executive secretary and re- 
cording secretary respectively. Other 
officers include Frank Knoll, re-elected 
treasurer, C. Johns and G. Keneske re- 
elected trustees, and John Baer, named 
librarian. The executive committee for 


NEW 
HOROLOGICAL 
PRESIDENT 





the coming year will consist of Edward 
Feller, Carl Calandre, Joseph Sasek, E. 
Higginson and A. Frey. 

The members of the association voted 
to continue the course in blueprint- 
reading for watchmakers which has 
been appearing in the monthly bulletins, 
and it was decided that future issues 
would contain, in addition, courses in 
mathematics for watchmakers and in- 
structions on the use of measuring 
instruments. One-fourth of the mem- 
bers of the association are now actively 
engaged in work in war plants, it was 
reported, among them Andrew J. Park, 
the retiring president. 

Meetings of the association will re- 
sume this month, and technical programs 
of interest to watchmakers will be pre- 
sented at each session. 


Kirk-Rich Manager Overseas 


E. L. Kimble, manager of the Los 
Angeles office of the Kirk-Rich Dial 
Corp., has taken a leave of absence from 
the company in order to join the Lock- 
heed Overseas Corp. He is now sta- 


tioned overseas. 
«© + 
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FRIEDMAN GEM CO., INC. 


5,000,000 
ROYAL MARCASSITES 


Delivered in Sealed Packages 
ZIRCONS wri: | 
CULTURED PEARL NECKLACES 
CHINESE JADE 


71-73 Nassau St., New York City 








| ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 


















BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., Mew York City 








LOCKETS & CROSSES BRIDAL SETS 
iti LADIES’ PLATINUM 


BIRTHSTONE RINGS ies et 


JOSEPH A. RICH 


Mfrs. of Plat. & Gold Jewelry 
62 W. 47th St. New York, N. Y. 














© Whitelaw Brothers 
, rt 
DIAMONDS 


48 West 48th St., New York, N. Y. 














SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 








OMEGA 


The watch of world precision record 


NORMAN M. MORRIS 


WATCH CORP. 


608 Fifth Ave... . New York 
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MARCASITES 


GENUINE SWISS—ALL SIZES 


GENUINE OPALS 
GENUINE AMETHYST 
GENUINE TOPAZ 








MAX SCHUSTER 


10 WEST 47th ST. 
NEW YORK 
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RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











SPECIAL ORDER WORK 
on Hand Made 


PLATINUM RINGS 


Write for Estimates 


K. ABRAHAM 
Midtown Jewelers’ Exchange 
50 W. 47th St, NEW YORK 








GOLD 
aad 


SILVER 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


Wa. HeRTet & CO., lac. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“23 years at the same 
address” 


(Before) 
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Ireland is now get- 
ting a good look at 
Capt. Walter H. 
Becker, vice - presi- 
dent of the U. S. 
Chain Co., Long 
Island City, N. Y. 
And, no doubt, vice- 
versa. He's attached 
to Headquarters 
Staff on special 
duty. 


q John Blackington, sales manager of 
R. Blackington Co., North Attleboro, 
Mass., sterling silver manufacturers, is 
now a lieutenant in the United States 
Navy and is undergoing a course of 
training at Harvard. 


q Louisville, Ky., comes through with a 
sizeable number of contributions to the 
Army. The Kay Jewelery Co. reports 
three men in service, Phil Borak now 
at Fort Ben Harrison, Ind., Charles 
Jones who left July 28, and Max Romar 
who left Aug. 8 A. L. Brown of 
Lemon & Sons has enlisted in the Army. 
Charles DeHotel of the Beck Jewelry 
Co. is now with the Marines at Guan- 
tanamo, Cuba. 


John K. Koshland, 
formerly with Louis 
Sickles, Philadelphia 
watch wholesaler, is 
now a gob at Nor- 
folk, Va. Letters 
home would indicate 
he's specializing in 
blondes with blue 
eyes. 


secretary of the 


q William Joseph, 
entered the Armed 


Iowa. RJA, has 
Service. 

4q Henry Meyer, son of Ben Z. Meyer of 
the Central Watch Materials and Sup- 
ply Co., Philadelphia, now attached to 
the Field Artillery at Fort Louis, Hat- 
boro, Wash., was recently promoted to 
sergeant. 

¢ Cincinnatus left his plow for a sword. 
Cincinnatians leave their jewelry busi- 
nesses for guns, but the general idea 
is the same ... Albert Wehry, traveling 
representative for the Klein Bros. Co. 
has entered the Army and is now 
stationed at Camp Forrest, Tenn. He 
succeeded, only a few months ago, Ervin 
Harmon, now a corporal in the Army 
Air Corps ground forces . . . James 
Marshall, repair clerk for the D. Jacobs 
Sons Co., enlisted in the Army Air 
Corps Aug. 1 and was sent to Camp 
Lee, Va. . . . Called into the service, 
Joseph Besse, official of the Peerless 
Jewelry & Optical Co., Newport, is now 
stationed at the Great Lakes Naval 
Training Station. He was secretary of 
the Cincinnati Guild, Ohio Watch- 
makers Association and its past pres- 
ident ... Friends of Richard Hug, Hart- 





well jeweler, have been notified that he 
is now serving with the U. S. forces in 
Ireland. He was inducted into the Army 
several months ago. 

q Charles S. Davis, formerly general 
sales manager of the Ingersoll-Water- 
bury Co., has been appointed a major 
in the Army of the United States. He 
is stationed at Fort Preble, Portland, 
Me., as exchange officer, Harbor De. 
fenses of Portland in addition to his 
other duties. 


Newly commissioned 
a major, the Hamil- 
ton Watch Co.'s 
first vice-president 
and secretary, 
Charles C. Smith, is 
now in the communi- 
cations section of 
the Army Air Force 
in Washington. 


q A bronze tablet on the wall of the 
entrance to the offices of Samuel Kirk 
& Son, Baltimore Silversmiths, bears 
the names of 26 employees of the com- 
pany who have entered the service of 
the armed forces of the United States 
up to July. The names of these men 
are carried on the honor role of the 
house as a testimonial of patriotism, and 
the corporation carries an insurance of 
$2,000 for their family or other bene- 
ficiary. 

q Pittsburgh intelligence: Edwin L. 
Gluck, son of Fred Gluck of M. Gluck 
& Sons, was commissioned a lieutenant 
in the Air Corps, and after a short fur- 
lough is scheduled to pilot four motor 
bombers at Sebring Field, Fla. William 
Taft Grafner, only son of Emanuel 
Grafner, and W. D. Kappel, son of Wil- 
liam J. Kappel of Kappel’s, both advise 
their fathers that their new address is 
c/o Postmaster, New York, which means 
that they are over-seas. 


Selected for meter- 
ological training, 
Norman Goodman, 
secretary of Weksler 
& Goodman, Chi- 
cago wholesalers, is 
now at Great Falls, 
Mont., _ undergoing 
basic training. He 
ranked among the 
six highest at Jeffer- 
son Barracks. 


q Chester Puckett, Louisville, Ky., 
watchmaker, jeweler and optician, re- 
cently reported that his son, Aviation 
Cadet Hollis Puckett, has completed the 
second phase of his flight training at 
Gunter Field, Ala., having entered the 
aviation service by appointment on Feb. 
24, as a cadet. 

¢ Bits and snatches from Philadelphia 
indicate that Henry R. Kalmus, for- 
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merly with the Central Watch Materials 
and Supply Co., is now sporting a 
gob’s cap . . . Mickey Orloff, who re- 
cently left the House of Milner to take 
a government job, has enlisted in the 
Army after being presented with a gift 
by the Milner staff, who gave a big 
party in his honor . .. A. Cohen, of the 
Aaronson watchmaking firm, was in- 
ducted into the Army Aug. 19. 


George Nacol, 
salesman for the 
Gruen Watch Co. 
for the past ten 
years, entered the 
Army July 24 at 
Camp Bouregard, 
La. 





q Hither and yon department: Lewis 


Warner, Utica, N. Y., jeweler, now 
rates the title Captain—he’s in the 
Army Air Corps . George C. 
Brothers, formerly with the Brewer 


Jewelery Co., Suffolk, Va., is now a 
corporal and located in Iceland 
Lester H. Knee, watch repairman at 
the Miller jewelry store, Battle Creek, 
Mich., is now wearing khaki. 

q Maurice Rysman, for 20 years with 
Samuel Strauss, New York wholesaler 
at 18 Maiden Lane, entered the Army 
Aug. 24. 

q J. Rodman Keagy, for many moons 
compiler of this “They’re In the Army 
Now” column, and who entered the Army 
himself last March, has suddenly been 
jumped several grades and is now a 
Corporal Technician assigned to the 
duty of Batallion Headquarters Clerk 
at Camp Livingston, La. 


Ralph E. Barrett, a 
member of the ad- 
_ vertising depart- 
ment staff of the 
Gruen Watch Co., 
was recently induct- 
ed into the Army at 
Fort Thomas, Ky. 





q The Honor Roll of I. Alberts Sons, 
Boston wholesalers, now carries the 
names of 10 men in the Army, Navy 
and Air Forces. Three of those in the 
Services have already been promoted to 
sergeant. 
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Frank Ravin, for 
the past 10 years a 
salesman for M. J. 
Schuster, wholesaler, 
13 Maiden Lane, 
New York, entered 
the Army late in 
July. He's now lo- 
cated with the 
Quartermaster 
Corps, Camp Lee, 
Va. 


q Two veteran employees of Samuel 
Lashof & Co., 700 Sansom St., Phila- 
delphia, entered the Army last month. 
They are Samuel Kressen, now at Jef- 
ferson Barracks, Mo., and Al Hoffman, 
assigned to the new Air Corps base at 
Lincoln, Neb. 


q Manuel Weber, who worked for the 
Brown, Gold Co., Philadelphia, for two 
years, has enlisted in the Army Air 
Corps and is now stationed at Miami, 
Fla. 

q Pleas J. McNeel, vice-president of the 
McNeel jewelry store, San Antonio, 
Texas, has been commissioned a first 
lieutenant in the Army Air Corps and 
is now at Miam Beach, Fla. 


q Charles A. Wilson, Carbondale, Pa., 
jeweler, has been accepted by the Navy 
as a mechanics mate. 


To Stop Misrepresentation 


Trading as Royal Diamond Co., Jim 
the Diamond Man, and American Bible 
Club, C. E. Griffey, 769 Insurance 
Building, Gmaha, Nebr., stipulated with 
the Federal Trade Commission to cease 
certain representations in the sale of 
jewelry and publications. According to 
the stipulation, the respondent, through 
use of the word “Diamond” in his trade 
names, advertised that he sold diamonds; 
that a wedding ring was given free with 
the purchase of a simulated diamond en- 
gagement ring; that the price for these 
products as advertised was a get-ac- 
quainted price and a special offer; that 
a Webster dictionary and combined 
world atlas were given free with the 
purchase of a “Holy Bible,” and that 
he was operating a Bible club. Under 
his stipulation, Griffey agreed to cease 
using the terms “free,” “gift” or similar 
terms to designate articles not actually 
given free or which are included in a 
combination offer with other articles for 
which a charge is made; and to cease 
using the word “club” as part of a 
trade name or otherwise representing 
that his articles are offered for sale 
by a club or organization. The respond- 
ent agreed also to discontinue repre- 
senting, by use of the word “diamond” 
or any abbreviation thereof as part of 
a trade name, that he sells diamonds; to 
cease advertising a finger ring marked 
so as to exaggerate the total amount or 
fineness of gold contained either in the 
structure or plate; and to discontinue 
representing that any offer is a special 
or get-acquainted offer, unless it expires 
at a definite predetermined time. 
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SRS: 


q A. Leon Sickles, president of M. 
Sickles & Sons, Inc., 904 Chestnut St., is 
vacationing with his family in Maine. 

q The diamond setting business of Alex 
McClay, 731 Sansom St., was liquidated 
when he was drafted into the Army last 
month. 

q.N. Barsky, who just returned from a 
successful fishing trip in Wildwood, had 
a grand reopening of his store on Aug. 
17, after having it repainted, redecorated 
and new fixtures installed. 

q A draft-situation has cropped up at 
706 Sansom St., where two of the three 
members of the Aaronson & Cohen firm 
are entering the Army. Afrom Aaronson 
left last month for the Medical Corps at 
Camp Pickett, Va., and Abraham Cohen, 
watchmaker, left Aug. 21. 

q When Joseph S. Milner, president of 
the House of Milner, left for his two 
weeks vacation, he didn’t tell anyone his 
destination. Mrs. Miiner didn’t even 
know what to pack... all she knew was 
that they were going to New York for 
a day and leave from there for the secret 
spot. 

q William Dickson, who worked at H. O. 
Hurlburt & Sons, 827 Chestnut St., for 
20 years, recently was given a testimo- 
nial dinner by fellow employees. He was 
feted at Benjamin Franklin Hotel prior 
to his induction into the Army, Aug. 12. 
George Hurlburt, of the same firm, is 
spending his summer vacation at his 
cabin in the Poconos. 

q If the Allies don’t score a quick vic- 
tory in the war it won’t be the fault of 
Miss Blanche Parker, Brown, Gold Co. 
salesgirl for nine years. A Navy League 
member, she sells War Bonds and 
Stamps in mid-town theaters two eve- 
nings each week. She serves as Red 
Cross captain of her store, does a hitch 
at the city air raid control center one 
evening each week, and has persuaded 
each fellow worker to sign up for at 
least three War Bonds, ranging in value 
from $25 to $100. 

q The recently-organized Citizens’ Com- 
mittee, representing Air Raid Post No. 
2, Sector 8, Zone 9, has set up headquar- 
ters in the Hillas Co. building. The San- 
som Street Business Men’s Association 
is sponsoring the air raid precautionary 
group. Jim Pickens is president of the 
association and serves as assistant post 
warden. Strattis Matchica is chairman 
of the Citizens’ Committee, which is rais- 
ing funds for air raid equipment, and 
Anthony Waterer is vice-chairman, Jo- 
seph B. Betchel, of the 729 Sansom St. 
firm, is treasurer. Irwin Margolis is 
secretary. 


Philly Retailer Suggests Giftwares 
Closely Allied With Jewelry 


“All jewelry stores should take in a 
gift line which is very closely associated 
with jewelry,” comments Richard R. 
Pinkstone, manager R. Pinkstone Estate 
jewelry store, Philadelphia. “Besides be- 
ing another source of profits, it is of 
great value to jewelers who are or will 
be feeling in time the effect of jewelry 
merchandise curtailments.” 

And having this in mind, Mr. Pink- 
stone has cleared away a section of the 
store and placed pyramidal-style display 


tables near the entrance of the store. 
where, giftwares cannot be missed by 
incoming customers. ; 

“The idea in placing the display tables 
so close to the front of the store and 
very near the jewelry counters is to at- 
tract the customers to the merchandise 
thereon, and help us make sales to those 
who are intending to purchase some 
jewelry items. For I have often found,” 
says Pinkstone, “that anyone purchasing 
jewelry will be interested in buying a 
gift article too, so I try to make two 
sales instead of one.” 

The items displayed on the pyramidal 
tables are pottery and clay objects d'art, 
book ends, and many items made out of 
wood, including candlestick holders, vases 
and even kitchen sets of six bowls. 

Leather goods such as wallets, tobacco 
pouches, cuff buttons and other small 
leather gift articles are also easily salable 
to customers who come in for jewelry. 


Typewriter Production Ban Issued 


Manufacture of typewriters will cease 
completely Oct. 31, except for a rela- 
tively small number to be produced for 
Government agencies, under the terms 
of a WPB order issued Aug. 4. 

The order, L-54 as amended, permits 
the manufacture by the major com- 
panies between July 1 and Oct. 31, of 
not more than 12.25 per cent of the 
total number of non-portable  type- 
writers billed by them to customers 
during 1941. 
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q Guy L. Langton and George M. Urqu- 
hard have been elected president ‘and 
treasurer, respectively, of the Freeman- 
Daughaday Co. of this city. 
q Arthur Albanese, formerly part owner 
of the Vogue Mfg. Co., has established 
his own firm, the Marvel Jewelry Mfg. 
Co., at 46 Chestnut St., Providence. 
q Despairing of ability to get silver, 
a few small jewelry manufacturers here 
have closed their plants. For the time 
being these firms are maintaining their 
offices. 
¢ Reflecting curtailment of operations, 
payrolls in Rhode Island jewelry plants 
continued to decline in July with the 
total reported by the Boston Federal 
Reserve Bank as 4.5 per cent below the 
June figure. 
q Second Lieutenant John  Blinkhorn 
was home on a short furlough after his 
recent graduation from the Field Artil- 
lery Officer’s Training School, Fort Sill, 
Okla. Prior to his entry into the Army 
he was connected with the Providence 
office of the Jewelers Board of Trade. 
4 Norman Redstone, who was employed 
by the Providence office of the Jewelers 
Board of Trade until he entered the 
Army, has been transferred from Camp 
Shelby to Camp Bradley, Texas, where 
is with the Medical Administration 
corps, Candidate School. 
q William G. Thurber, secretary-trea- 
surer of the Tilden-Thurber Corp. and 
Howard L. Carpenter of the Albert- 
Walker Co., both of Providence, ad- 
dressed the annual meeting of the 
American National Retail Jewelers’ 
Association at the Waldorf-Astoria 
Hotel, New York Aug. 24 to 27. “Bill” 
Thurber is a former vice-president of 
the organization’s northeastern region, 
Mr. Carpenter is a_former president of 
the National Wholesale Jewelers’ Asso- 
ciation and also a former president of 
the Jewelers’ Board of Trade. 
q In addition to further editorials and 
cartoons in the Providence .Journal and 
Bulletin denouncing the silver shortage 
as political and not war induced, the 
critical situation confronting the jewelry 
makers was brought before the people 
here by former Federal Judge Ira Lloyd 
Letts who said that failure of the na- 
tional administration to make available 
for industrial use a portion of “the three 
or four billion ounces of silver buried 
at West Point deserves the criticism 
and contempt of the people of the 
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United States.” Mr. Letts is prominent 
in Rhode Island Republican circles. 





Year's Jewelry Tax Receipts 
To Top Treasury's Estimate 
By Over a Million Dollars 


Collections of the Retailers’ Excise 
Tax on jewelry for the first full year of 
its operation will be about $58,000,000— 
higher by $1,700,000 than the House 
Ways and Means Committee estimated 
when it first proposed the 10 per cent 
tax on the retail sale of jewelry. 

That the annual rate would thus be 
almost exactly what had been estimated 
by the Government more than a year 
ago, was indicated by the Treasury De- 
partment’s compilation of internal rev- 
enue tax collections for the Government’s 
fiscal year ended June 30, 1942. Total 
jewelry tax return since the tax went 
into effect on Oct. 1, 1941, was $41,500,- 
948; this eight-month period normally 
accounts for 71.6 per cent of the year’s 
jewelry sales; therefore, the return for 
the whole first year of the tax’s opera- 
tion, ending with the tax on sales for 
September, will approximate $58,000,000. 

Jewelry store sales can’t be doped out 
from these tax figures, since thousands 
of department, dress, 5 and 10, drug and 
cigar stores pay the tax whenever they 
sell articles classified as jewelry. Even 
if it were known what part of the tax is 
paid by jewelry stores, jewelers’ sales 
couldn’t be told with accuracy since a 
certain proportion of their sales is not 
taxable (the non-taxable part was esti- 
mated a year ago at 20 per cent—but 
typewriters, radios and electrical appli- 
ances were sold in larger volume then 
than now). 

However, it can be said with certainty 
that: 

The Retailers’ Excise Tax on jewelry 
yields more than the combined tax on 
furs and toilet. preparations. From Oct. 
1 through June 30 the tax on furs to- 
taled $19,743,864; the tax on toilet prep- 
arations, $18,922,310. 

The jewelry tax annually pays more 
dollars to the U. S. than the income tax 
in any of 24 states. 

It is larger than the total corporation 
tax collected in any of 53 collection dis- 
tricts, among the 65 coilection districts. 

It provides more revenue than the tax 
on smoking and chewing tobacco. 

It is higher than all documentary and 
revenue stamps on deeds, bonds, stock 
transfers, playing cards and silver bul- 
lion. 

It yields more than the tax on tele- 
phone, telegraph, radio, leased wires, etc., 
and is more than double the tax on local 
telephone service. 

—All of which proves that jewelry, 
while using few raw materials or facil- 
ities needed for the war effort, is a 
major tax-payer and cannot be dismissed 
as a “luxury” in the capital lobbies. 





Collections of the Retail Excise Tax 
during July, representing sales during 
June, totalled $6,016,472.05. This marked 
an increase of slightly over a million 
dollars over the previous month’s collec- 
tions which amounted to $4,912,290.04. 
Tvutal collections for the first nine months 
of the tax’s existence amounted to $47,- 
516,725.74. 
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4q Lewis Edward Powell has been placed 
in charge of the watch department of 
D. P. Paul, of Norfolk, Va. 

q The store of the Ray Jewelry Co. 
at Orlando, Fla., has a new manager— 
Louis Bernstein. 

q Henry Hausmann, secretary-treasurer 
of Hausmann, Inc., New Orleans, is now 
the happy grandfather of a baby girl, 
born Aug. 4. 

q Wilson M. Brady, who retired from 
business in Baltimore some time ago, 
is touring the South in a new role, that 
of a honeymooner. 

q Lewis Henderson, formerly watch- 
maker with Holzman’s, Inc., Atlanta, 
is now at Camp Wellstone, near Macon, 
Ga., engaged in aviation instrument. 
work for the Government. 

4 Miss Emmelia Peters of Lemons and 
Sons, 570 So. 4th St., Louisville, Ky., 
retired in the later part of April. She 
had been with the firm for over 40 
years. 

q The town clock at Albany, Ga., which 
was dislodged from its place in the 
tower of the Dougherty County Court 
House and scattered over the city, dur- 
ing the tornado of Feb. 10, 1940, has 
been recovered, repaired and replaced. 
It will now keep better time than ever, 
having been completely overhauled and 
powered by an electric motor. 

q With 440 marriage licenses issued in 
July, 1942, as compared with 344 issued 
in July, 1941, all Fulton County mar- 
riage licenses for the month have been 
broken. Records for June were also 
smashed, a total of 532 licenses having 
been issued and, indeed, with the ex- 
ception of March and May, marriage 
license records in Atlanta have shown a 
substantial increase for each month thus 
far in 1942. 

q The Atlanta Watchmakers’ Guild held 
a well-attended meeting at Wooding’s 
Cafeteria Aug. 11, despite pressure of 
work which is keeping all of its mem- 
bers busy well into the evening and 
which prevented some members from 
attending. A discussion of watch-mak- 
ing problems followed a chicken dinner 
and each member promised to contact 
two members in September and bring 
at least one of them to the next meeting. 
J. A. Williford, new watchmaker for 
Claude S. Bennett, was guest of the 
Guild at this meeting. 

q The Towel City Watchmakers Guild 
held its regular meeting Aug. 13 at the 
Cannon Memorial YMCA, Kannapolis, 
N. C. The chief topic of discussion at 
the business session was the ceiling 
price law as it then applied to watch 
repairing. Watch, clock and jewelry 
repair were subsequently exempted 
from the OPA regulation. A demonstra- 
tion of the Watchmaster was given by 
National Trustee C. H. Thornton, of 
Salisbury. F. C. Jordan of China 
Grove, was accepted as a new member. 
The next meeting will be held Oct. 8 at 
the Kannapolis YMCA. 


Baltimore Jewelers Meet 


The Jewelers Association of Baltimore 
held a meeting, July 29, again dis- 
cussing provisions of the General Max- 
imum Price Regulation troublesome to 






the jewelry trade and crafts. President 
Lakein presided and approximately 50 
members were present. 

Robert C. Wheatley of the Office of 
Price Administration was present and 
gave expert advice on questions raised 
by the members, and Abraham Robin- 
son of Castelberg’s conducted a round 
table discussion, having secured answers 
and rulings from OPA regarding ques- 
tions which had been submitted by the 
membership prior to the meeting. Of- 
ficial rulings were given on the reg- 
ulation governing services, the status 
of imported merchandise, and the filing 
of prices. on cost-of-living items not 


carried in an establishment prior to 
July Ist. 
David Morstein, chairman of the 


membership committee, presented a re- 
port showing that since the re-organiza- 
tion meeting June 24, membership in 
the association had increased from 18 
to 80. 


Akron Jewelers Ass'n. Formed 


Meeting at Young’s Hotel, Akron, O., 
135 representative jewelers recently 
formed the Akron District Jewelers 
Association. Clyde Harrell of the Cleve- 
land Federal Reserve Bank addressed 
the group on the application of Regu- 
lation W to the jewelry industry. 

Officers announced at the conclusion 
of the meeting include Albert I. Backer, 
Backer’s Jewelry, Akron, president; 
Henry B. Ball, Akron, vice-president; 
Hal F. Pitkin, Akron, secretary; V. E. 
Chittenden, W. J. Frank Co., Akron, 
treasurer, and Thomas F. Foley, Akron, 
executive secretary. Directors are: E. 
R. Isroff, Shaw Rogers Co., Akron; Ed 
A. Mabry, Akron Jewelers Supply Co.; 
Alex M. Shulan, Akron; L. S. Moser, 
Cuyahoga Falls, and Harold E. Simon, 
Barberton. 
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Baltimore Retail Jewelers Agree 
To Removal of Comparative Prices 
In All Forms of Advertising 


Thirty-five leading retail jewelers in 
Baltimore have signed an agreement to 
eliminate from all forms of their ad- 
vertising all comparisons of a price or 
value nature. The agreement will re- 
main in full effect for one year and may 
be renewed at the end of that period. 

The action is a culmination of ideas 
and ambitions which have been before 
the dealers for almost ten years. During 
that time, various attempts have been 
made to bring the retail jewelers in line 
and put a stop to comparative prices 
and values in advertising. Upon two or 
more occasions, so-called “gentlemen’s 
agreements” have been reached only to 
fall by the wayside when some one 
would step out of bounds. 

Recently, a committee of retail 
jewelers called upon Dwight Holmes, 
president of the Baltimore Better Busi- 
ness Bureau. They invited him to serve 
as arbitrator in their case. He accepted. 
Sigmund Katz of S. & N. Katz, Inc. 
took an active interest in the movement 
and the jewelers were asked to attend 
a meeting at the office of the bureau. 
The meeting was well attended and those 
present were in accord with the pro- 
posed plan which was signed by the 35 
jewelers. 

The text of the agreement is as fol- 
lows: 

“We, the following jewelers in the 
city of Baltimore, Md., believe the use 
of comparative values and comparative 
prices in advertising constitutes an un- 
fair advertising and selling practice. 

“Therefore we agree among ourselves 
and with the Better Business Bureau of 
Baltimore, Inc. to eliminate from all 
forms of our advertising, news- 
papers, radio, window signs, cards, 
price tags, direct mail, etc., all com- 





parisons of a price or value nature for 
a period of one year. 

“By comparative price or value, we 
mean such expressions as ‘50% off’; 
‘save ¥%’; ‘$70 value, now $30’; ‘for- 
merly $67.50, now $37.50’; or similar 
expressions conveying the same import. 

“This agreement is to cover diamonds, 
watches, and any other jewelry item 
worn for personal adornment, lighters, 
vanity and compact cases, cigaret cases, 
pen and pencil sets, and toilet or dres- 
ser sets.” 

In commenting upon this accomplish- 
ment, Nathan Katz of S. & N. Katz, 
Inc., stated: “The move is an excellent 
one. Eventually we hope to devlop it 
to include abolishing of free gifts for 
customers among the retail jewelers. We 
also hope to discontinue the practice of 
trade-in activities. The jewelry business 
would have fallen into a rut if this 
agreement hadn’t become a reality.” 

Richard Block, manager for Castle- 
berg’s Jewelry Co., said: “It is the best 
thing that ever happened to the jewelry 
business in Baltimore. I wouldn’t be 
surprised but what the plan will ex- 
pand to various other cities and retail 
jewelers throughout the country. We’re 
all quite happy over what has been ac- 
complished.” 

Jack Roberts of the Roberts Credit 
Jewelers Inc. said: “The agreement will 
prove a benefit to every jeweler in 
Baltimore. It is the only sensible at- 
titude to take and I’m quite pleased 
that the leading jewelers have decided 
to take the proper stand.” 

Howard C. Heiss added: “It’s some- 
thing that should have been done long 
ago. However, it has finally come about 
in a sensible form and I’m sure the 
retail jewelers in Baltimore will abide 
by their agreement. It'll prove profit- 
able to every one concerned.” 

The signers included H. J. Schwarz; 
Lakein Credit Jewelers Inc.; Kay 
Jewelry Co.; M. Greenebaum & Sons; 


Paul’s Jewelry and Optical Store; 
Rankin & Fox, Inc.; Leon Levi; Dia- 
mond Jim Brady, Inc.; Clinton B. Lloyd, 
Hecht Bros.; Rosentock Jewelry Co.; 
Thos. Overbrook & Son; S. J. Braun; 
Samuel Kirk & Son, Inc.; James R. 
Armiger Co.; Michael Caplan; S. Jud- 
son Mealy; Anton Horvat; Carl J. 
Doederlein; Carl Schon, Ine.; Oscar 
Caplan & Son; Jacobi’s Jewelry Store; 
Hennegen-Bates Co., and Wm. J. Mor- 
stein & Son. 

It was agreed among the signers that 
any violation of the agreement would 
result in the jeweler’s offending ad being 
reprinted in the daily newspapers in 
connection with a reproduction of the 
agreement. 


Baltimore Customs Men Seize 
Jewel Cache on Refugee Ship 


Undeclared jewelry with a value of 
$50,000 was seized by Baltimore customs 
officials from the battered bag of a pas- 
senger aboard a refugee ship. which 
docked there late in July. Diamonds, 
emeralds, richly set rings and brooches 
were among the items secreted in a false 
compartment in the bag. 

According to Gilbert A. Dailey, col- 
lector of customs, the owner of the bag 
boarded the refugee boat in France and 
was carried on the passenger list as 
Mojzesz Helman. The alleged smug- 
gling attempt was discovered, he stated, 
by the sharp-eyed customs inspector who 
noticed that the outside dimensions of 
the suitcase were too large for its shallow 
depth. : 











British Diamond Concern Sets Up Dallas Office 
As Distribution Point for English-Cut Gems 


Arrangements whereby Dallas, Texas, 
will become a distributing point ‘for En- 
glish cut gem diamonds, were recently 
completed with the holding of confer- 
ences between W. Owen Slater, Amer- 
ican representative of the Bishopsgate 
Trading Co. of London, and William 
Woltman, representative of J. K. Smit 
& Sons, industrial diamond firm. 

The diamonds, after being cut in 
England, are to be flown to America via 
clipper in the same fashion as industrial 
stones, and then sent to Dallas for dis- 
tribution. Over $150,000 worth of the 
gem stones are now in Dallas awaiting 
distribution, and further shipments will 
depend upon American demand. 

Although the Smit firm is only inter- 
ested in industrial diamonds, it must 
purchase the stones in large lots from 
the Diamond Trading Co. Many of the 
gems purchased are of gem quality and 
these are sold to the Bishopsgate Trad- 
ing Co., a subsidiary of the Hambros 
Bank of London, Ltd., for export. The 
cutting and polishing of the gems is 
first farmed out to various firms in the 
London area, and they are then shipped 
overseas. 

Mr. Slater, has set up extensive of- 
fices for the Bishopsgate Trading Co., 
with S. H. Lynch & Co., at 2101-03 Pa- 
cific Ave., Dallas. 
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W. Owen Slater, American representative 
of the Bishopsgate Trading Co., London, 
and William Woltman, director of J. K. 
Smit & Sons, Ltd., examine a shipment of 
English-cut diamonds which will be sold in 
America. Mr. Woltman was widely publi- 
cized in 1940 as the rescuer, together with 
a colleague, of $12,000,000 worth of dia- 
monds from Amsterdam on the eve of the 
Nazi invasion. Saving the stones was of tre- 
mendous importance to the English and Amer- 
ican war effort since if Germans had ob- 
tained them they would have been used in 
German war plants for diamond precision 


tools, diamond dies, abrasive tools, impreg- 


nated wheels and drilling bits. In Holland 
alone there was between $16,000,000 and 
$18,000,000 worth of diamonds which the 
invaders could have used to advantage. 
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SILVER POLISH | 
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for Silverware 


Recommended by Jewelers — 
Silverware manufacturers as 
efficient cleaner and polish that 
restores to tarnished and soiled 
silver its original lustre. 

3 sizes—4 oz., 8 oz., 16 oz. Retail 
for me. s0¢, 85¢. Counter dis- 
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» Order From Your Wholesaler or Write 
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“IN SERVICE” 
PINS! 


“Traffic Builders’’ for 
your store in sterling and 
baked enamel . .. hand 


polished . . . individually 
earded . . . actual size as 
shown. 


To RETAIL AT 1.00 
DESIGN PATENTED 
Available with following in- 
signia: Army, Navy, Air 
Corps, Marines with one, 

two or three stars.* 

These pins also available in 

charms. 

Buy direct or through jobbers. 
IMMEDIATE DELIVERY 

* Army only 
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SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 
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MAYNARD LEVY 


America’s Leading Jewelry 
AUCTIONEER 


Announces the completion of the 
Udall & Ballou sale on Fifth Ave., 
New York, largest sale of the kind 
ever made, and is now booking sales 
for the rest of the year. No sale too 
large or too small to receive personal 
attention. 

COMPLETE STOCKS BOUGHT FOR CASH 


ADDRESS 
207 So. Wabash Ave., Chicago 
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q Robert P. Pierce & Associates, 1532 
Merchandise Mart, have been appointed 
Mid-Western representatives for the H. 
H. Turchin Co., New York gift-ware dis- 
tributors. 

q Sigmund Gottlieb, salesman for Fred- 
erick Gottlieb & Co., Chicago, returned 
recently from a combined business and 
pleasure trip to the Pacific Coast, in- 
cluding Hollywood. 

4q The Chicago School of Aircraft Instru- 
ments has moved to larger quarters at 
2200 Lawrence Ave., in the same build- 
ing with its associate school, the Indus- 
trial Training Institute. 

q Percy D. Lucas, well known salesman 
and vocalizer in the Middle West and 
recently associated with Schumer Bros., 
Cincinnati, is now salesman and partner 
of Rosfelder Bros. Co., Cincinnati, ac- 
cording to a recent announcement. 

q Mr. and Mrs. Clarence J. Williams 
were the guests of honor at a surprise 
party in honor of their 35th wedding an- 
niversary July 25. Mr. Williams is presi- 
dent of the Williams Jewelry & Mfg. 
Co., Chicago wholesalers and manufac- 
turers. 

q Richard W. “Dick” Showerman, pop- 
ular Chicago representative of B. A. 
Ballou Co., became a member of the 
United States Enlistment Corps last 
month and after basic training expects 
to join the Air Corps for training as a 
glider pilot. 

4 The tenth annual picnic of the West 
Side Jewelers’ Association was a com- 
plete success. Not only were members 
and friends present, but scores of manu- 
facturers and wholesalers sent repre- 
sentatives to participate in the events 
of the day at Zahora’s Grove in Lyons, 
Ill., on Aug. 5. Chairman E. R. Miller, 
Frank Leber and R. L. Seidelmann of 
the entertainment committee, provided a 
program of entertainment and various 
competitive events which left no idle 
moments during the day. It was near 
midnight when the last of the picnickers 
left the grove. 


Elgin Employees Get Bonus on Bonds 

q Waiving annual vacations so that pro 
duction of materials for the armed forces 
might continue uninterrupted, 3197 em- 
ployees of the Elgin National Watch Co. 
received a $158,000 vacation bonus paid 
in War Bonds August 20. Eligible em- 
ployees with the firm five years or more 
received the equivalent of 80 hours’ av- 
rage pay, while those with the service 
records of one to five years received 40 
hours’ pay. 


Credit Jewelers Golf, Dine 


q Members of the Chicago Credit Jewel- 
ers enjoyed a day of golf and an evening 
dinner at Bryn Mawr Country Club 
Aug. 19, sponsored by Louis Litt, of Litt 
Jewelers, ex-president of the group. More 
than 60 members and friends were pres- 
ent for the dinner, after which, at a brief 
business session, President Valentine 
Jones, Jones & Baumrucker, awarded 
the several prizes, the first going to 
Merrill Litt for a low gross of 78. Mr. 
Jones announced that 12 new members 
have joined the organization since the 
annual meeting in June, and he also 
stated that since Executive Secretary 
Ben Halpern has assumed the duties of 











supervising the observance of the code 
of ethics, marked improvement has been 
noted throughout the city. 





lowa RJA Foregoes Convention, 
Sectional Meetings Held Instead 


Two sectional meetings of the lowa 
RJA took the place of a convention this 
year, since a poll of the members dis- 
closed that although a convention seemed 
unjustified, there was a definite need 
for discussion of problems affecting the 
jewelry business. The first meeting was 
held at the Kirkwood Hotel, Des Moines, 
Aug. 16, and the second at the Montrose 
Hotel, Cedar Rapids, Aug. 23. Prof. 
Robert Haskell of the Iowa OPA office 
addressed both meetings and discussed 
ceiling prices. 

A War Bond was purchased by the 
association with the money which would 
normally have been spent on a conven- 
tion. Many of those attending the Des 
Moines meeting also attended the 
Army’s war show, “Here’s Your Army” 
at the Drake Stadium, in which 2000 
soldiers with full equipment partici- 
pated. 





Minneapolis Firm Changes Name 
Mike A. Kaliser 


Green, heretofore 


and Emanuel M. 
doing business as 
Macy’s Credit Jewelers at 10 So. 7th 
St., Minneapolis, Minn., have changed 
the name of their firm to Lacy’s Credit 
Jewelers. The change was occasioned 
by complaints registered by R. H. Macy 
& Co., New York, who maintained that 
the similarity of names caused much 
confusion, 


Frozen Copper Costume Jewelry 
Released by War Production Board 


Copper costume jewelry, fabricated 
prior to May 15, was released by WPB 
Aug. 7 under the terms of a revision of 
the copper conservation M-9-c. Inven- 
tory stocks of such jewelry may be 
used up, it was announced, as the ma- 
terial is not suitable for any other 
purpose. 

Use of copper in the manufacture of 


costume jewelry has been completely 
prohibited since May 15, but some 
stocks of the dress accessories were 


frozen in the hands of clothing manu- 
facturers. 
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GPA Rule Aids Manufacturers 
With Ceilings for New Goods 


Manufacturers of jewelry,  silver- 
ware, watches and  clocks—together 
with thousands of other consumer goods 
and building materials—have received 
new instructions from OPA for de- 
termining maximum prices for new lines. 
Wholesale and retail prices continue to 
be determined by the General Maximum 
Price Regulation. 

The new regulation—No. 188, Manu- 
facturers’ Maximum Prices for Speci- 
fied Building Materials and Consumers’ 
Goods (Other Than Apparel)—went into 
effect on Aug. 1. Manufacturers must 
apply the new pricing methods to ail 
new goods introduced since April 1, 
1942, unless maximum prices for these 
goods were finally determined under 
the General Maximum Price Regulation, 
though if new goods brought out since 
April 1 have been finally priced under 
the GMPR and were offered for sale 
before Aug. 1, the prices so determined 
will stand and the new methods cannot 
be applied. 

Under the General Regulation, manu- 
facturers were told to price their prod- 
ucts at the price of a same or similar 
article sold in March, 1942, by them- 
selves or competitors. Lacking such a 
sale, they had to determine the price 
after specific authorization by OPA. 

But this procedure retarded pricing, 
because so many new articles are not 
“similar” to things sold in March—es- 
pecially goods made of substitute ma- 
terials—and because the choice of prices 
under the “similar article” clause was 
too broad and competitors’ prices were 
not always obtainable. 

Now, in pricing new articles, manu- 
facturers must apply the _ following 
standards in the order given. The first 
method must be used if it can be ap- 
plied; then the second method mvst be 
used. If the second cannot be applied, 
the third method is permissible, and so 
on. In other words, a manufacturer 
cannot use one of these four methods 
unless he is unable to use any of the 
methods preceding that one on the list. 

First—If the new article exhibits 
only minor changes from an article al- 
ready priced under any maximum price 
regulation of OPA, its maximum price 
shall be the same as that of the article 
so priced. Therefore articles priced 
under Regulation 188 as well as those 
priced prior to Aug. 1 under provisions 
of the GMPR and temporary maximum 
price regulations Nos. 3 and 5 may be 
used as a basis for pricing new articles. 
“Minor changes” mean changes in ma- 
terial, design or construction which do 
not reduce the cost of material or pre- 
vent the article from offering fairly 
equivalent serviceability. 

Second—lIf, solely because of short- 
ages of materials and parts used in the 
original article, the new article is 
changed from an article already priced 
unde: any maximum price regulation of 
OPA, its maximum price shall be the 
price of the original article adjusted 
for the increase or decrease in unit di- 
rect cost resulting from the change. 
How to compute unit direct cost is ex- 
plained in the regulation. 

Third—If the new article cannot be 
priced under Test 1 or Test 2 but is 
“comparable” to an article currently 
being sold by the manufacturer for 
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which a maximum price has been estab- 
lished, its price will be determined by a 
special pricing formula. 

(A “comparable commodity” means one 
which is the same general type of prod- 
uct and which has the same general use, 
even though involving substantial 
changes in materials and construction. 
Thus wrist watches of various styles and 
types, watch bracelets of various sorts, 
salt and pepper shakers and crystal din- 
ner ware are comparable commodity 
groups. ) 

The steps to be followed by a manu- 
facturer in applying the formula are: 

(A)—Determine the total direct per 
unit cost of the article to be priced, using 
March labor rates and March costs of 
materials unless OPA has rolled back 
the material price, in which case ‘the 
manufacturer uses the lower price. 

(B) Select from his line comparable 
items already having maximum prices, 
including if possible, one which has a 
March direct cost immediately higher 
and one which has a direct cost immedi- 
ately lower. 

(C) Compute the average markups 
of the selected comparable commodities 
both en a percentage and a dollar basis 
as follows. The direct unit costs and 
the maximum prices of the comparable 
items are summed separately and the 
difference between these sums divided 
by the sum of the costs to give the per 
cent markup. The dollar difference be- 
tween the direct per unit costs and the 
maximum prices of each comparable 
item should be summed and divided by 
the number of comparable items to give 
the average dollar markup. 

(D) Apply both of these markups +o 
the direct unit cost of the article being 
priced and select as the maximum price 
for the new commodity the lower of the 
two prices obtained. 

Fourth—If the new article cannot be 
priced under the “comparable commod- 
ity” test, or if the maximum price is 
obviously out of line, the manufacturer 
must apply to OPA for a ceiling price. 

Before offering for sale a new article 
whose price has been determined by these 
new methods, manufacturers must file 
a report with OPA in Washington, de- 
scribing the article, any manufacturing 
innovations and the method used to com- 
pute the maximum price. If no- order 
to the contrary is received from OPA 
within 15 days, the manufacturer may 
offer the new article for sale, although 
the price will be subject to adjustment 
at any time by OPA. Reporting forms 
will be ready within a short time; mean- 
while, manufacturers may file the facts 
without regard to any particular form. 

On and after Sept. 1, reports must be 
filed in advance of offerings and the 15- 
day waiting period observed. However, 
manufacturers introducing new goods 
between April 1 and Sept. 1 are allowed 
to file reports without a waiting period. 





q Departing from Cincinnati last month 
on their fall selling trips were Thomas 
Reed Botts, Jacques Kreisler Co., New 
York, to his southern route; Jack Wold, 
Shiman Bros., Newark, N. J., to other 
midwestern sections, and Charles Payne, 
Schumer Bros. Co., also on a swing 
through the South. 
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GRAFNER BROS. 
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q Manettes, jewelers, 645 Liberty Ave., 
Pittsburgh, are now operating under the 
name of Frank’s, at the same address. 
q Showing the large territory covered 
by Pittsburgh wholesale houses, one 
local dealer reported the following vis- 
itors during the past month: Leonard 
Rosenthal, Mills Credit Jewelers, Lock- 
port, N. Y.; Max Zeidman, Wheeling, 
W. Va., and Clark Marshall, Letonio, 
Ohio. 

q In order to give defense workers in 
Pittsburgh and surrounding cities an 
opportunity to purchase goods without 
stopping war work, about 90 stores in 
downtown Pittsburgh, including all re- 
tail jewelry stores, have changed their 
business hours for every Monday only, 
from 12 noon until 9 P.M. The new 
schedule was inaugurated Aug. 3, and 
is expected to continue for the duration 
of the war. 

q Vacation-time found many Pitts- 
burghers renewing their tissues for an- 
other year. Saul Weis, salesman for 
David Weis & Co., spent a two-week 
vacation in August with his family on 
the shores of Lake Erie and Louis A. 
Silberman, of Henry Wilkins & Co. va- 
cationed at Cape May, N. J. Frank C. 
Stitt, the watchmaker for W. W. Wattles 
& Sons Co., spent a couple of weeks in 
Atlantic City. Gus Bastheim, of Henry 
Wilkins & Co., spent the summer with 
his family at his Conneaut Lake cottage. 
q About 100 members of the Retail 
Jewelers Association of Western Penn- 
sylvania held a special meeting Aug. 4 
in the Roosevelt Hotel, Pittsburgh. 
Latest information about efforts to 
ease Regulation W and other important 
matters were discussed. President L. D. 
Helfer appointed a new executive com- 
mittee, consisting of John M. Roberts, 
chairman; Louis A. Silberman, Henry 
Wilkins & Co.; Paul S. Hardy, Hardy 
& Hayes; S. H. DeRoy and Norman 
DeRoy. Floyd Cross of Kappel’s was 
appointed publicity director for the 
next term, and a membership commit- 
tee was also appointed to secure new 
members in Western Pennsylvania, 
West Virginia and Eastern Ohio. The 
board held its meeting immediateiy 
after the special meeting, with all direc- 
tors present. It was decided to ask all 
retail jewelers to continue the sale of 
war bonds and stamps. 


Wage Dispute in Los Angeles 


Winning a blanket 10-cent an‘ hour 
increase for all employees, more than 
100 members of the AFL International 
Jewelry Workers, employed in eight Los 
Angeles manufacturing concerns, return- 
ed to work Aug. 14, 

The dispute revolved around wages and 
living cost increases since the contract, 
recently expired, was made a year ago. 
U. S. Conciliation Commissioner Lyman 
Sisley attempted to mediate the differ- 
ences with Fred Kane heading the union 
ngotiators and W. F. Sebel the employ- 
ers’ representatives. 


Handy & Harman Wins 
Army-Navy "E" 


G. H. Niemeyer, president of Handy 
& Harman, New York refiners, has an- 
nounced that the new Joint Army-Navy 


Production Award for high achieve- 
ment in the production of war equip- 
ment has been awarded to his com- 
pany. 

The award, recently established to 
supplant Navy “E”, Army “A” and 
Army-Navy Star Awards, came from 
James V. Forrestal, Under-Secretary of 
the Navy. The award applies to all of 
the Handy & Harman organization and 
plants in recognition of their outstand- 
ing service in producing silver and sil- 
ver alloys for use in war equipment. The 
formal presentation of the award was 
made Aug. 15 in Bridgeport, Conn., 
where the principal plant is located. 
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DIAMONDS 


1101 CLARK BUILDING PITTSBURGH 








WESTERN PENNSYLVANIA 
HOROLOGICAL INSTITUTE 
Modern Methods of Watchmaking 
DAY and EVENING CLASSES 
Our thirty-day trial period prevents 
failures. 

Every graduate now working. 
205-220 House Building, Pittsburgh, Pa. 

















MORRIS GOLDSTOCK 
EVERYTHING IN WATCH CASES 
FROM BAGUETTE TO 18 SIZE 
DISTRIBUTOR FOR 
KEYSTONE, STAR, AND 
ILLINOIS WATCH CASES 
203 CLARK BLDG., PITTSBURGH, PA. 








J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


ee 


502 Clark Bldg. Pittsburgh, Pa. 








PRINTING SPECIALS!! 
Business Cards 
Emb d Busi Cards 
Noteheads, Statements 
Envelopes 
— Lower Prices in 5,000 quantities — 

Samples FREE on request. 
Fine Workmanship — Quick Service 
SPEEDY PRINTING COMPANY 
910 Portland St., Pittsburgh, Penna. 

















KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. _—~ PITTSBURGH, PA. 
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STRANGELY ENOUGH 


by Walter Galli 
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; “JEWEL, BEYOND COMPARE! 
AT THE CORONATION OF GEORGE Ii/ 
WOF ENGLAND, THE GREAT D/AMOND IN 
THE CROWN FELL OUT. THE ARCHBISHOP 
OF CANTERBURY PICKED IT UP WITH 
THE REMARK THAT-"A JEWEL BEYOND 
COMPARE WILL BE LOST TO THE CROWN!” 
THUS PREDICTING THE LOSS OF & 
THE AMERICAN COLONIES “aN: 


‘ys 




















WIN THE MIDDLE AGES THE 

CARBUNCLE WAS WORN AS | 
A CHARM 10 PROTECT THE WEARER 
AGAINST THE PLAGUE, AND IT 
WAS SAID TO PROTECT TRAVEL- 
ERS ON LONG VOYAGES BY SEA 
FROM DROWNING, AND BY LAND | 
FROM ACCIDENTS +--ANOTHER 
COMMON BELIEF WAS THAT WHEN 
[TS LUSTRE CHANGED, THE DEATH 
OF THE WEARER WAS INDICATED #! 





BBHE PEARL DIVER'S GREATEST DREAD 
IS THE GROUND SHARK+WHILE THE BOATS 
ARE OUT-A CONJURER IS ENGAGED TO 
STAND ON THE SHORE MUTTERING 
PRAYERS AND CONJURATIONS -**THE 
DIVERS ALSO WEAR A PEARL AROUND 
THEIR BODIES AS A CHARM AGAINST 
THEIR DREADED ENEMY. 
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POPE SYLVESTER I INVENTED 

THE FIRST CLOCK IN 996 A.0 

+: HE SPENT MUCH OF HIS TIME 

TRYING TO PERFECT MECHANICAL 
EVICES «++ - 























September 29's the Date for 
Western Pennsy Dinner-Dance 


The fourth annual dinner-dance of the 
Retail Jewelers’ Association of Western 
Pennsylvania will be held Sept. 29, at 
7 P. M., at the William Penn Hotel, 
Pittsburgh, Pa. These annual dinner- 
dances have had some of the largest 
gatherings of jewelers and their friends 
in the country and arrangements are 
being made for 1000 people. Jewelers 
are expected from New York, Chicago 
and from the many towns in the three 
surrounding states and an_ excellent 
dance orchestra and an all-star floor 
show will be featured. 

Paul S. Hardy of Hardy & Hayes 
is general chairman, with Harry M. 
Lasday, of L. Schmidt’s, Braddock, as 
associate chairman. Louis A. Silber- 
man of Henry Wilkens & Co. is chair- 
man of the advertising and program 
committee and the committee on ar- 
rangements consists of Herbert J. Ter- 
heyden, chairman; L. A. Keating, Grogan 
Co., Inc.; M. M. Kramer; Sam Goodman, 
McKeesport; R. O. Crawford, Butler, 
and George A. Spies, W. G. Spies Co., 
Steubenville, Ohio. 


FOR SEPTEMBER, 1942 





Other committee members are: Wil- 
liam J. Kappel, Sr., Kappel’s; Norman 
J. DeRoy, Joseph DeRoy & Sons; S. 
H. DeRoy, S. H. DeRoy & Co.; John M. 
Roberts III, John M. Roberts & Sons, 
Co.; Jack Gerson, New Castle, Pa., and 
Samuel Posin, of Wheeling, W. Va. 
Floyd Cross of Kappel’s is the publicity 
director, assisted by J. C. Grau, chair- 
man of local advertising; Carl Cuda, 
Cuda’s; D. S. Mallinger, D. S. Mallinger 
& Co.; Herman J. Crown of Crown’s 
Credit Jewelers, New Kensington; Her- 
man Eger, Aliquippa; B. Kirschbaum, 
Kirschbaum Bros., Duquesne; M. S. 
Morrow, McKeesport; Lon H. O’Don- 
nel, Kittaning, and I. Lincoff’s- Credit 
Jewelers, Homestead. 

The affair will be strictly informal and 
reservations may be secured through any 
of the committee members. 


q Kenneth B. Kirk, president of the 
Kirk-Rich Dial Corp., is at present visit- 
ing branch offices in the East and Middle 
West. He will return to Los Angeles in 
the early fall. 
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DON’T 
Renew that Policy 


. . «.'til you get a quotation 
from the Jewelers Own Com- 
pany. 

8 
We write fire — windstorm — Ex- 
tended Coverage for all in the 
Jewelry Industry. 

8 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

e 
Present dividends: 
33 1/3% on fire policies 
25%, on windstorm policies 
25% on Extended Coverage. 
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M Usio AL 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 
Ns a ee, ee Oe, 














* DIAMOND 
PAPERS 


EUROPEAN AND DOMESTIC 
LARGEST VARIETY IN THE WORLD 


DIAMOND 


pumon> SUPPLIES 


WRITE FOR CATALOG-SAMPLES-PRICES. 








9 W. 45 ST. 














|. KASSOY, INC. wwii. 


N.Y. C., U.S.A 











When published in 


THE 
JEWELERS' 
CIRCULAR- 
KEYSTONE 


it automatically becomes an 
official record of the. Jewelry 
and Allied Industry. 
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DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 











KLEIN BROS. CO. 


WHOLESALE JEWELERS 


Place your orders NOW to 


insure Prompt Delivery! 


Extensive & Complete Lines 


617 Vine St., CINCINNATI, O. 














Greenwold Grift Co. 


The Housé of Quality and. Service 
18 WEST 7th STREET. CINCINNATI, OHIO 


VIRGIN Diamonds 
-CELLINICRAFT Jewelry 


ELGINS e HAMILTONS (Zones | 
Lines of quality and style that give you pro- 
tected profit You can recommend these lines 

to your customers with confidence 








PROMPT SERVICE ALWAYS 


GERWE-FROHMAN CO. 


Wholesale Jewelers 


CINCINNATI 














GROF 


MANUFACTURING COMPANY 
JEWELERS 


Special Orders — Designers 
800 Schofield Bldg., Cleveland, Ohio 


Main 9718 
O. J. GROENE J}. J. FRATIANNE 





q After a summer of inactivity the Cin- 
cinnati Guild, Ohio Watchmakers Asso- 
ciation, will inaugurate its fall season 
with a meeting Sept. 4. 

q Formerly associated with Bentel Bros., 
Hamilton, O., Joseph Huschle is now 
with Guenther Jewelers in the Enquirer 
building. 

q Charles Dispeker, president of the 
Town Criers, has decreed that because 
of the war the organization would re- 
main inactive for the time being. 

q A brief furlough was spent here last 
month by Paul “Buddy” Knight, now 
stationed at Ft. Riley, Kansas. He was 
inducted into the Army last January. 

¢q Mrs. Aurelia McAvoy, former em- 
ploye at the Covington jewelry store of 
her krother, Elmer Herzog, gave birth 
to a girl last month. 

q Percy Lucas, Robert Stocker and 
Robert Hengehold, all of whom were 
formerly associated with the Schumer 
Bras. Co., have been named members of 
the firm operating the Rosfelder Bros. 
Co. 

q The partnership of William Bauer and 








Walter Ireland, which operated a jewelry 
engraving business in the Glenn build- 
ing, has been dissolved. Bauer now is 
employed in a defense plant and Ire- 
land is associated with A. Sauer & Co, 
q One of the first Cincinnatians to be 
called to work in a war plant by the 
Government on the basis of an occu- 
pational questionnaire, Elliott Langs- 
dale, for many years with the Louis 
F. K. Jewelry Co., now is employed at 
the Wright Aeronautical Corp. 

q The Ed H. Croninger Co., manufac- 
turing jewelers, which has been in 
existence for approximately 50 years, is 
slated to go out of business early in 
September. Founded by the late Edward 
H. Croninger in the Andrews building, 
it was taken over upon his death in 
1927 by J. Charles Becker, who changed 
its location to the Walnut building. 
Becker, in planning his retirement, has 
not decided whether he will terminate 
his association with the Keystone Watch 
Case Division, Riverside, N. J., Metal 
Co., which he has represented for the 
past 40 years. 





Defends Term "Railroad Watches" 


Alfred Johnson Smith, Paul Smith, 
and Arthur Smith, doing business as 
Johnson Smith & Co., 6615 E. Jefferson 
Ave., Detroit, engaged in the sale of 
watches and other articles of #erchan- 
dise, in an answer to a complai.’+ issued 
against them by the FTC denied all 
charges of misrepresentation. 

Denying that they have represented 
their watehes as genuine “Railroad” 
watches, the respondents refuse to admit 
that any watch may be designated as a 
genuine “Railroad” watch to the exclu- 
sion of any other type or types of watch. 
The watch sold by the respondents has 
a design of a locomotive stamped by the 
manufacturers upon the back of its case, 
and this, in the respondents’ opinion, is 
ample justification for using the word 
“Railroad” in describing the watch. That 
they are cheap in construction and only 
simulate in appearance so-called genuine 
“Railroad” watches is obvious to anyone, 
the answer avers, and asserts that no 
reasonable-minded person would be mis- 
led by any of the representations made 
in the advertisements. Hearings will be 
held in due course. 


Answers FTC "Birthstone" Complaint 


Castle Co., Inc., 1374 Broadway, New 
York, engaged in the sale and distribu- 
tion of silver chains and other articles 
of jewelry, has filed an answer to a 
complaint issued by the FTC which 
charged it with misrepresentation. The 
answer denied misrepresentations either 
as to its jewelry or its status as a manu- 
facturer, as alleged in complaint. Admit- 
ting that in the sale of certain rings the 
respondent represented them as contain- 
ing “your own birthstone,” it was denied 
that the word “birthstone” has a definite 
meaning in the minds of the purchasing 
public, indicating such stones to be dia- 
monds, emeralds, rubies, or other precious 
or semi-precious stones. For years syn- 


thetic and manufactured birthstones have 
been in the market, the answer asserts, 
and are requested by the public rather 
than genuine stones such as opals or 
pearls. ‘The answer further asserts that 
the credit jewelry trade has definitely 
established the custom of calling manu- 
factured and synthetic stones “birth- 
stones.” 

Answering the allegation that the 
respondent has misrepresented itself as 
a “manufacturer,” the answer declares 
that under a ruling made by the Solicitor 
General of the United States, the respon- 
dent has paid taxes as a manufacturer 
for four years and is compelled to reg- 
ister as a manufacturer. Hearings will 
be held in due course. 





THE SCHUMER BROTHERS 
COMPANY 


Workers in Precious Metals 
5 E. Third St. 


Cincinnati, Ohio 


Gold and platinum mountings and wec- 
ding rings. Antique reproductions and 
special orders. Send us your specifica- 
tions. We'll submit a .design without 
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WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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q Wholesalers who have been closed all 
day on Saturdays since early in July, 
will resume regular business hours the 
Saturday after Labor Day and close 
at one p.m. 

4 Among the first to recognize the sales 
possibilities of war workers, Boston’s 
jewelery stores are now remaining open 
until 8 p.m. in order to accommodate 
those who, because of their working 
hours, cannot shop in the day-time. 

q The Boston Jewelers Bowling League, 
under the leadership of its newly elected 
president, Laroy Clark of the ‘Thomas 
Long Co., will start the fall season in 
mid-September at Kenmore alleys. This 
ten team league has broken many records 
in its eighteen years of bowling. 

q Since July 1, more than 61,000 per- 
sons have visited the exhibit, “Paul 
Revere and his Environment” at the 
Museum of Fine Arts. The exhibit cen- 
ters around 43 examples of Revere’s 
skill as a silversmith taken from hun- 
dreds of specimens in the museum’s col- 
lection. The exhibit will be on view until 
Sept. 13. 

q Adrian H. Lesperance was elected 
president of Bigelow. Kennard & Co., 
Inc., July 29, and Edward L. Hume 
was elected vice-president. Alvin W. 
Krone was elected a director. Other 
officers are Ira S. Roe and Leo C. Gra- 
ham, treasurer and assistant treasurer, 
respectively, and Charles D. Nysdedt, 
clerk. All the new officers have been 
associated with the company for many 
years and are now active in the new 
uptown store at 384 Boylston Street. 


U. S. Seeking Persons Experienced 
In Non-Ferrous Metals, Products 

The U. S. Civil Service Commission is 
seeking well-qualified persons with ex- 
perience in non-ferrous metals and their 
products to serve as invéstigators. 'The 
positions pay from $2600 to $6500 per 
year, and appointees should have a 
college education with a major in econom- 
ics and responsible experience or research 
work in the manufacture or distribution 
of non-ferrous metals and their products. 

Duties of the positions will include the 
conducting of investigations, analyses of 
price and cost data, and the carrying on 
of negotiations with particular groups to 
set up reasonable price schedules and 
rationing controls. 

Inquiries should be addressed to the 
U. S. Civil Service Commission, Wash- 
ington, D. C., or Henry L. Sperling, ex- 
ecutive secretary, Jewelry Crafts Asso- 
ciation, 20 W. 47 St., New York. 





Jeweler Helps Grease the Axis 


Leo Weisfield, head of Weisfield & 
Goldberg, Seattle, Wash., retailers, has 
tried to put the skids under the Axis 
—and successfully. As chairman of the 
salvage drive to secure households’ waste 
fat, he set up numerous fat-turning-in 
stations throughout his city. Thousands 
of pounds per week were contributed 
and were quickly turned over to render- 
ers’ plants to be processed for explosives. 
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War Damage Provisions 
Clarified by Official 


Damages caused by crashes of train- 
ing planes in routine flights or of bomb- 
ers in practice flights or while being 
ferried, are not covered under the terms 
of War Damage Insurance policies, ac- 
carding to M. W. Knorr, assistant secre- 
tary of the War Damage Corporation. 

In a clarification of the terms of the 
policy, requested by THe Jewerers’ Cir- 
cuLaR-Kerysrone, it was also stated that 
War Damage Insurance does not cover 
damages caused by troops on maneuvers 
in the absence of enemy attack. Cover- 
age is afforded, however, to conflagration 
damage resulting from enemy attack, 
even though the fire should be of a 


-secondary nature, i.e., carried over from 


a building ignited by an _ incendiary 
bomb. 

Under the terms of the policies, the 
WDC agrees to idemnify “against direct 
physical loss or damage to property... 
which may result from enemy attack in- 
cluding any action taken by the military, 
naval or air forces of the United States 
in resisting enemy attack.” 

A complete analysis of the provisions 
and rates of War Damage Insurance, 
together with its application to the retail 
jewelry business, appeared on page 132 
of the August issue of THe Jeweters’ 
Crrcutar- Keystone. 


June Wholesalers’ Sales Were 
7 Per Cent Above June, 1941 


Wholesale jewelers’ sales during June, 
1942, were 7 per cent above those for 
the same month of 1941, according to 
a survey conducted by the Current 
Statistical Service of the Census Bureau. 
Sales for June were 11 per cent less than 
those for May, the previous month. Total 
sales for the firms polled amounted to 
$1,640,000 and sales for the first six 
months of 1942 amounted to $12,597,000, 
an increase of 16 per cent over the 
corresponding period of the previous 
year. 

End-of-month inventory for June was 
5 per cent greater than for June, 1941, 
and 2 per cent greater than May of this 
year. 

Collection percentages, obtained by 
dividing collections by accounts receiv- 
able for an identical group of firms, were 
38 per cent for June, 1942, as compared 
with 26 per cent for June, 1941, and 35 
per cent for May, 1942. Accounts re- 
ceivable for June, 1942, were 15 per 
cent less than those for June, 1941, and 
1 per cent less than for May of this 
year. 


Formula for Silver Cleanser 


The detergent and lubricating proper- 
ties of soap are employed in a formula 
for a sefe, non-scratching silver-cleaning 
paste, described by C. T. Small in a 
recent issue of Chemical-Industries. 'The 
abrasive, which is said to be soft enough 
for the finest silverware, contains 2.5 
oz. of soap, 16.5 oz. of diatomaceous 
earth, 1 oz. of sodium silicate and 80 oz. 
of water. 
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WATCHES: oy \\- Ve “DIAMONDS 
CLOCKS - JEWELRY - SILVERWARE 


BOSTON 


WASHINGTON ST. MASS. 





|- ALBERTS 


SONS, INC. 





Serving Jewelers in 
New England and New York 
State 





OUR DIAMOND 
Department offers 
a wide selection and 
complete stocks 








I. ALBERTS SONS, Inc. 
373 WASHINGTON ST., BOSTON 
iN 4 











NICKEL SILVER 
id LON) (8) es) ea AD 


THE SEYMOUR MFG. 


SEYMOUR, CONN. 


CO. 











‘ ™ 
DINIKS 
a 4» 


STERLING 








MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 


1112 BOYLSTON STREET 
Boston, Massachusetts 





Sum metalic 


Karat Gold on Ste 


and. STERLING SILVER 
REAL STONE JEWELRY 


ICHARDS CO. 


W.£E.R 
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Keystone Watch Repair Record Book 
144 pages—spaces for 2,000 
Entries—$2.50 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. New York, N. Y. 
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Where to Buy 
AMERICAN 
China and Glass 








BLENKO 
HAND MADE GLASS 


also 
A wide diversification of smart gift lines and 
decorative accessories. 


RUBEL & FENTON 
225 Fifth Ave. New York 














ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


‘or the 


f 
FINE CHINA TRADE 


MADEIN AMERICA * MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 


& 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


Lo 


LENOX 
LENOX, INC. 








“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


Send for IMustrated Catalog 
ENRIGHT - LE CARBOULEC, INC. 








160 Fifth Ave. New York City 
CHelsea 2-5558 : 








HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 











THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 








A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 
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OBITUARY 


Harry B. Byrp, 56, prominent Mar- 
tinsville, Va., retail jewelry merchant, 
died Aug. 7, following an extended ill- 
ness. 

Rateu ve Rosa, 57, New York cos- 
tume jewelry manufacturer, died Aug. 8. 

Cuartes Dierensacn, Jr., 80, jeweler, 
and watchmaker at Hamilton, O., died 
July 18. 

Epwarp J. Doran, 59, superintendent 
of James C. Doran & Son, Providence, 
R. I., diéd Aug. 4. 

Bernarp J. Dracu, 48, secretary- 
treasurer of Drach & Weinfeld Co., 29 
E. Madison St., Chicago, and associated 
with the wholesale jewelry business for 
nearly 30 years, died suddenly Aug. 12. 

Rosert Ernst, 66, retail jeweler of 
Huntsville, Texas, died July 14. The 
business will be continued by his son, 
a partner in the firm. 

Wittrmam M. Farmer, for 45 years a 
jeweler in Birmingham, Ala., died Aug. 
4 after a brief illness. 

Au Fetpman, for many years iden- 
tified with the credit jewelry business, 
died Aug. 14 at Indiana, Pa., from in- 
juries sustained when his car struck a 
telegraph pole. 

Warts M. Forey, 51, owner of a jew- 
elry store at Nebraska City, Neb., a 
veteran of World War I, died Aug. 3. 


Apserr Gounpen, 57, Santa Monica, 
Calif., jeweler, died July 12. 


Wuu1uM James Gitmore; 63, a retired 
watchmaker, died July 31 at a hospital 
in St. Joseph, Mo. 

Jacop Haper, in the New York jew- 
elry business for 50 years, died in July. 
His business will be continued by his 
daughter. 

Isaac HermenuHermMer, 67, former 
Washington, D. C., jeweler, died Aug. 3. 

Atonzo A. Jounnson, 62, former 
Tampa, Fla., retail jeweler, died July 
20, after a long illness. 

Ertrnc A. Ktraso, Arlington, Calif., 
jeweler, died July 8 after a short ill- 
ness. 

Witt1ram F. Krorcer, 71, for many 
years conductor of a jewelry store at 
Edina, Mo., died suddenly Aug. 5 of 
heart attack. 

Frep J. Lonepon, 63, jewelry sales- 
man of Bluffton, Ind., died of heart at- 
tack early in August. 

Harown E. Mires, Troy, O. 
died Aug. 11. 

Epwarp Pererson, 68, operator of a 
watch, retail jewelry and optometrist 
business, Los Angeles, Calif., died 
July 30. 

Davi M. Ruea, 67, Greensburg, Pa., 
jeweler, died Aug. 13 after an illness 
of several weeks. 

Warner Roark, 56, Vicco, Ky., jew- 
eler, died July 1. 

W. S. Rosencrans, 67, Ashley, 0O., 
jeweler for 23 years, died July 29 of 
complications following an operation. 

C. K. Scuvas, operator of a jewelry 
store in Beeville, Texas, fcr the past 20 
years, died July 2 after an illness of 
several weeks. 

Rosert Sempre, veteran Attleboro, 
Mass., silversmith, died Aug. 2. 

Raymonp E. SHawcross, 59, formerly 
of the firm of Monroe, Block & Co., 
Providence, R. I., died suddenly of a 
heart attack. 


jeweler, 





Watrer Sracey, Providence, R. I. 
manufacturing jeweler, died suddenly 
Aug. 11. 

Isaac E. Srapres, 83, Portland, Ore., 
jeweler, watchmaker, optician and mem- 
ber of the Oregon state legislature, died 
July 21. 

Harry Ulmer, 57, in 
the New York watch 
business for 41 
years, died Aug. 4 
as a result of in- 
juries sustained 
after falling from a 
subway platform. 
From 1901 to 1935 
he was secretary 
and a director of 
A. Wittnauer & Co., 
then joining Patek- 
Phillipe Co. In Janu- 
ary, 1942, he affili- 
ated with Louis 
Franklin & Co. 


Lovis Van Vu1rr, 85, San Francisco, 
Cal., jeweler, died suddenly Aug. 10. 

Jesse H. Youna, 80, a jeweler in Fort 
Wayne, Ind., for 60 years, died during 
July after a week’s illness. 


Will "Keep ‘Em Ticking" 

A. S. Rowe, proprietor of a jewelry 
shop in the State Life Building, Indi- 
anapolis, Ind., and an active member 
of the Watchmakers’ Association of 
Indiana, has been named chairman of 
the examining board of the Horological 
Institute of America to direct a coopera- 
tive war program to help keep accurate 
the time-pieces of the United States 
armed forces. Other Hoosier members 
of this board include Raymond B. Med- 
lock of Clinion and L. B. Mommer of 
Ft. Wayne. 


To Refrain from Lottery Selling 


Harry Froman, trading as Supreme 
Sales Co. and Reliable Premium House, 
84 E. 12th St., New York, was ordered 
by the FTC to desist from the use of 
lottery methods in the sale of watches, 
wearing apparel and other merchandise. 
The commission found that in promoting 
the sale of his products the respondent 
distributed circulars by mail: containing 
pictorial representations and descriptive 
matter pertaining to certain articles of 
merchandise, each of these circulars con- 
taining a pull card device. Persons or 
representatives who received these cir- 
culars, the findings continued, used the 
sales plan or method described in them. 

The respondent was ordered to cease 
and desist from supplying to or placing 
in the hands of o.sers pull cards or other 
devices to be used in the sale and dis- 
tribution of merchandise to the public 
by means of a game of chance, gift 
enterprise or lottery scheme; sh.pping, 
mailing or *vansporting to agents or dis- 
tributors, or to members of the public, 
such devices, or selling or otherwise dis- 
posing of any merchandise by means of 
a game of chance, gift enterprise or 
lottery scheme. The respondents were 
further ordered to cease using the term 
“free” or any other term of similar im- 
port to describe goods or merchandise 
given as compensation for services ren- 
dered. 
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JULY JEWELRY SALES UP 20 PER CENT 
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Approaching the pace set by the first four months of 1942, after falling 
away somewhat in May and June, sales of independent jewelry stores in July 
showed an increase of 20 per cent over those for the same month of 1941. In- 
dicating that the first depressive effect of Regulation W was wearing off, the 
figures, compiled by the Current Statistical Service of the Census Bureau also 
suggested that OPA price controls had tended to reduce buying activity for 


several weeks. 

Jewelers’ sales for the first four 
months of 1942 exceeded those for the 
same period of 1941 by 24 per cent. 
Sales in May, 1942, (the month both 
Regulation W and OPA ceilings went 
into effect), were only 8 per cent above 
those for the previous year. In June 
the increase crept up to 11 per cent 
and the July increase of 20 per cent in- 
dicated further increases in months to 
come. 

Jewelers’ sales for the first seven 
months of 1942 were 18 per cent ahead 
of 1941. 

Among individual states, Washington 
led the pack with sales 46 per cent over 
those for July, 1941, with Oklahoma in 
close pursuit with a gain of 43 per cent. 
Oregon, with sales 42 per cent above 
those for July, 1941, came third, and 
Arkansas assumed fourth place with a 
38 per cent gain. 





| braska, with sales 29 per cent above 
| the July, 1941, level; South Carolina 
showing an increase of 23 per cent; 
Kansas: 22 per cent above 1941; Wis- 
consin registering a gain of 21-per cent 
and Massachusetts and Indiana record- 
ing sales 20 per cent above those in 
July, 1941. 

Significantly, no state reported sales 
less than those for July, 1941. Michi- 
gan and Connecticut, both of which re- 
ported sales lower than the previous 
year for the past two months, rose to 
the positive side of the scale with sales 
2 and 1 per cent, respectively, above 
those for July, 1941. 

Increases in sales for other states 
not mentioned in the above paragraphs, 
may be seen on the accompanying map. 
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Canadian Gold Production Steady 


Canadian gold production has not suf- 
fered much because of the war. Latest 
figures show that for the first half of 
1942 production amounted to 2,491,519 
ounces, compared with 2,636,246 in the 
same period of 1941. 

Advancing steadily since 1935, Canad- 
ian gold production reached a peak of 
5,328,314 ounces in 1941. 

In those areas where gold is produced 
along with other metals which are needed 
for the war effort gold production has 
been stimulated. However, where gold is 
not found in connection with other 
metals production is tapering off. 








Where to Buy 
IMPORTED 
China and Glass 











ROYAL DOULTON 


English Bone China and Earthenware 
5 THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N 


LEVY BROS. CHINA CO., INC. 
Established 1868 
79-83 Fifth Ave. GRamercy 7-0111-2 
EXPORTERS AND IMPORTERS 


Dinnerware, Service Plates, Gifts, Smoking Ac- 
cessories. Our specialty—22K Gold Encrusted 
sugars and creamers, salts and peppers, etc. 


GIFT DIVISION — 225 Fifth Ave. 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 




















PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


WINDSOR WARE 


English Earthenware 
U.S. A. Representatives 
FISHER, BRUCE a. CO. 


Phila,: 221 Market St. - New York: 1107 Broadway 
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K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM 


lridium—Ruthenium—Rhodium—Osmium—Silver 
Platinum in all degrees of hardness 


Platinum and Gold Solders 
Stamped with the K & L guarantee of Quality 


WE SOLICIT YOUR Kastenhuber & Lehrfeld 


re gy SMELTERS AND REFINERS 
seeaeam 21 West 46th Street NEW YORK, N. Y. 














In the Center of every 


CYCLONE 3 rings of 
is an area of intense entertainment 
CALM always 


So it is in the seething activity of war-time 
production. In the center of it all is a still- ® 

ness in which technicians plan and create college inn panther room 
to make more and better necessities avail- @) celtic cafe 

able, faster. To these ends, our engineers 

are adapting the principles of WatchMaster @) the dome 


accuracy to precision timing instruments end center of civie end community We 
for our armed forces 


Wires pas 9— 180805 


an. ASS" SNLOF curives = SHRI 
COMMERCE ROTARY KIWANIS LIONS exe $ NERS 
1 Luncheon Luncheon 


The WatchMaster prints atten Pry oa Pane ol every Thurs, every Fridey every Wed. 
a record in 30 seconds 


showi he 24-h e Cs 
ing i ewe ee hotel sherman 
tion—as well as the cause RR, lolfh, lank, Lk ial Z Selle Sook 


of any irregularity. 





American Time Products 


580 Fifth Ave. Ine. New York, N. Y. 


Distributors of Western Electric Watch-rate Recorders 
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The ABC of Modern Engraving 


by WiLLIAM KASSEL 


Chapter IlI--Beginner’s Practice for Cutting Letters and Menograms 


(Continued) 


We are now ready to try a complete script letter since 
this is made by simply putting together in the correct 
relationship the various cuts that have now been learned. 

Let us start with the letter A since this is composed 
entirely of simple curves. Begin the cut from the top of 
the letter—marked / in the sketch at the lower left of 
Fig. 24—and around to point 2 with one clean cut hair 
line of an even depth and width, ending by allowing the 
graver to glide out of the cut. To do this, the pressure 
on the graver is lessened as the end of the cut is reached, 
so as to end it with a very fine line. No. 4 is the next 
starting point. From there, cut with a fine graceful 
curve around to 3; then start at 1 and cut back to 3, 
connecting the lines carefully so as to show no break. 
The shade lines are then added as indicated in the fin- 
ished letter in the center of Fig. 24, cutting them in 
the same way as on the practice plate of stage 2. Several 
practice plates of the complete letter should be cut, since 
it will take some time to learn to make a letter with fine 
regular lines and with the shading properly placed. 

The artistic appearance and grace of a script letter is 
due to the contrast of the shade and hair lines. The body 
lines must start with a hair line and gradually widen out 
to the center, then taper off to a hair line. Never end 
such a cut by breaking it off suddenly with a snap of 
the graver. Such a cut should end by allowing the graver 
to glide out of the metal. Hair lines on script letters 
can never be too light or delicate. 

Letter B brings in the reverse and double curves, and 
contains all the essential lines necessary to make most 
letters of the alphabet in script. When that letter can be 
cut well, there will be no trouble in making a satisfac- 
tory job of any other letter. Starting at 1, cut around 
to 2, then from 3 all the way around to 4. The next line 
is from 5 around to 6, and must be cut so as to allow for 
shading. Then go from 7 around to 6 again, keeping in 
mind the shading to be filled in. 

Note that the upper part of the cut for center stroke 
6 should be to the right, the lower part of the stroke to 
the left. The width of the shading to be cut should be 
in the width of the space between the two lines. Start 
the shading at the upper half of this shade line by turn- 
ing the plate around so that the top of the letter is at 
your right, and you are cutting from right to left as in 
stage 3 of the practice plate. The shading is carried 
over to the center of the letter. The tool, as the center 
is reached, should be allowed to glide out. Then turn 
the plate again so that the bottom of the letter is at your 
right, and put in the shading for the lower half of the 
stroke. The lines of the two halves of the shading op- 
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This continues the third chapter of “The ABC of 
Modern Engraving,” an up-to-date, practical and au- 
thoritative discussion of every phase of the subject, by 
William Kassel, author of “A Short Course in Engrav- 
ing for Jewelers,” which was published some years ago 
by THE JEWELERS’ CIRCULAR-KEYSTONE. Future 
instalments of the current work will give information 
on the laying out and placing of the engraving, finishing 
operations, and the use of prints and transfers. Each 
instalment in this series will be fully illustrated. 








eration should meet and connect without any breaks. 
Some engravers reverse the order and make the first 
cuts for the lower half of the letter, and then do the 
upper half. The order is unimportant. Try them both 
and thereafter use the way you get the best results. The 
other shade lines of the letter are filled in as practiced 
for letter A since all curved lines are similar. 

It will take a lot of practice before a letter B can be 
cut with any assurance of the job being well done. But 
don’t practice at this one letter exclusively. It’s a good 
idea to get a little variety of turning back and reprac- 
ticing what has been done before. 

Engravers differ as to what is the better way to pro- 
ceed in the cutting of a script letter. Some believe it is 
better to outline the entire letter first, then put in the 
shade lines. Others claim that this is a waste of time, 
and that just as good a job can be done by putting in 
the shade lines as you go along. Try both ways and 
after you have advanced sufficiently to judge, adopt the 
method that gives you the best results, in the least time. 
Unquestionably more motions are gone through, when 
the outline is engraved first but that does not always 
mean that more time is used. 

The liner, which is the tool used for cutting block, 
Roman or Old English, engraves with one stroke several 
closely spaced parallel lines, giving an effect of one 
heavy line—something which formerly took many cuts 
with a square graver to produce. For practice with the 
liner, scratch two parallel lines on the plate 14 inch 
apart. Take a number 6 liner, which is a good one for 
beginning practice, and starting at the right scratched 
line cut a series of lines about 14 inch apart. (Top cen- 
ter, Fig. 24.) These lines should run straight across, 
the cut must start exactly on the scratch and with equal 
pressure continue to the other scratched lines, where the 
tool is snapped out to end the cut. The lines must be 
kept perfectly straight. This is highly essential, for 
any curve or waviness in what should be a straight line 
is very apparent in an engraving job and completely 
spoils its appearance. Cutting these straight lines is 
excellent practice for both tool control and eye. Skip a 
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Chronometers and | OPPORTUNITY... 
Sextants WANTED! 


To cash in on your odds and 
ends in Sterling flatware irre- 
spective of manufacture; also 
obsolete, inactive or active 
patterns either new or used. 
Would suggest you send these 
for our offer. We will pay ex- 
press charges both ways if 
necessary. 





Reference: Jewelers Board of Trade 
The First National Bank 
of Memphis 


Authorized to procure them, we will pay you a fair JULIUS GOODMAN & SON 


price for your chronometer . . . regardless of its condi- 77 Madison Ave. 

tion. Also for chronometer clocks, sextants and 16, Memphis, Tennessee 
18 Size Open Face Waltham, Elgin and Hamilton 
Movements, nineteen jewels or more. A fair price 
guaranteed. No obligation on your part. 


Our expert mechanics are specially trained for the in- “THE PATHWAY TO SUCCESS” 


Julius Goodman Joseph A. Goodman 








tricate repair work required. After being completely 
overhauled, chronometers, etc., are then turned over to 
the government at the Navy’s appraised valuation. 


SPECIALIZING IN REPAIRING, COMPLICATED TIME- 

KEEPING MECHANISMS, MARINE CHRONOMETERS, 

AVIATION CHRONOGRAPHS, SEXTANTS, REPEATER 
WATCHES AND STOP WATCHES. 


ESTIMATES CHEERFULLY FURNISHED 


ROTH Bros. CHRONOMETER Co. 


TTING 
104 EAST 23rd ST. NEW YORK CITY — wage Bh 


Ship today, mailing coupon below. Fair price BR ADLEY POLYTECHNIC INSTITUTE 
guaranteed. No obligation on your part. SCHOOL OF HOROLOGY 


Peoria, Ill. 











Roth Bros. Chronometer Co. 
104 East 23rd St., New York City 


Gentlemen: Realizing the Navy needs every available 
chronometer, sextant, etc., I am shipping you the following: 


Make and product 


My estimate of its value is 

It is understood that, if, in your opinion, above is worth 
more than my estimate I will be paid accordingly. If 
your estimate is less, I will be informed and if we do not 
agree on a price, chronometer or other instrument will be 
returned to me at your expense. 
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spzce and get a fresh start. Then try it again with an- 
other pair of scratched lines 14 inch apart so as to get a 
longer cut. This will be more difficult to make and re- 
quires better control of the liner. Then use the wider 
liners—numbers 8, 10 and 12. Each larger number will 
require just a little more pressure than the preceding 
one, because, being wider, it has just that many more 
lines and removes just that much more metal. 

When all of the liners can be handled so that the cuts 
are clean and free from curves or breaks, try the flat 
tool. This is used for squaring off, or finishing, by mak- 
ing a triangular cut to finish off the line which has been 
cut with the liner. The plate is held so that the line to 
be squared off is horizontal, and the flat graver is placed 
on the right hand end of the line. Then the point of the 
flat tool (the one nearest you) is depressed into the 
metal and the tool is snapped to the left to bring out 
the triangular chip. If properly executed, the tops of 
the line tool cuts will all be on a straight line. Every 
squaring off, should be on a line all across the plate. The 
plate is then turned so the other end of these cuts can 
be squared in the same manner. 

The next stage introduces the lozenge graver, which is 
used mostly for cross-shading. Cross-shading consists 
of a series of parallel lines, cut so as to have an equal 
space between them, and is generally used on block, 
Roman and Old English letters, though some types of 
old monograms have either the letters or the background 
cross-shaded and at times single script letters or mono- 
grams are cross-shaded with this tool instead of being 
lined out with a squaregraver. Cross-shading can be cut 
straight across, at right angles with the letter, but more 
often it is done at an angle of about 65 degrees. 

Considerable practice is necessary in order to turn 
out a good job of shading. To look right, all lines must 
be exactly the same width and depth, and they must be 
spaced exactly the same distance apart. This calls for 
good control of the tool aud an accurat. eye, both of 
which can be obtained only by practice. Scratch two 
parallel lines the length of the plate and about 3 of an 
inch apart. With a lead pencil and a rule, draw a series 
of lines about 14 inch apart running across the pair of 
scratch lines at an angle of about 65 degrees. These 
pencil lines are to act as guide lines in getting all cuts 
at the same angle. For the spacing of the shading lines 
themselves, there is only a steady hand, a good eye and 
practice to rely on. Turn the plate so that the pencil 
lines will be horizontal. Start at the right hand scratch 
line, and cut across to the left one. It is best to make 
this first cut at the bottom of the plate and then work 
un. Working this way, the tool never obstructs your 
view of the line you have just cut, and so it is easier 
to keep them parallel and alike. Be sure to put the 
same amount of pressure on the tool from start to finish, 
because the cut must have exactly the same depth and 
width from start to finish. It must also start and end 
directly on the scratch lines. Then make another cut 
just like the first one, close to it and parallel to it. The 
amount of space between the cuts depends on how fine 
a job is to be done. Whatever the space, it should be 
the same all the way through. However, to get the 
desired effect the lines must be fairly close, and even for 
beginning practice they should not be more than 14 inch 
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apart. After some experience a plate with 1/16 inch 
spacing is recommended. Too much should not be at- 
tempted at one session, and a great many sessions will 
be necessary for good results. 

The principle of cutting script monograms is the same 
as for single script letters, although at first glance it may 
seem a trifle more confusing. The drop script monogram 
illustrated (Fig. 26) is merely three script letters put 
together, and in cutting should be treated as such. The 
letters can be outlined first, then shaded; or the shading 


Fig. 26. 
A drop 
script 
monogram. 





can be cut as the monogram develops, without first out- 
lining the letters. The author is of the opinion it saves 
time and motion to develop the monogram as you cut 
without outlining first, but suggests that you try both 
methods, as somé people find that outlining first makes 
the work come easier. 

Turn the plate so that the tops of the letters will be 
to your right. Now cut the upper (right hand) half of 
all shade lines of all three letters, including the double 
curve lines of the letters J and L, just as you-did when 
you were practicing single letters. Turn the plate so 
that the letter G is at your right, and do the other half 
of all the shade lines, again cutting from right to left, 
and conneeting and overlapping the down cut strokes. 
Put in the hair lines, and the munograia is complete. 

Figure 27 is of a script monogram type that looks well 





Fig. 27. Arrows indicate direction of cutting. 


and is not difficult to cut. The K represents the family 
name, the other two letters the given names, as William 
Robert. The monogram is read W.R.K. 

Again, the cutting is the same as for single script let- 
ters. The arrows indicate the direction of the cutting. 

The cypher monogram should be the last of the script 
types attempted, because being more closely interwoven, 
it will prove more difficult to cut. However, care in 
scratching in and cutting, together with plenty of prac- 


tice, will overcome the difficulty. 
(To be continued next month.) 
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AWBLADE CARE—Price of sawblades having 
gone up so high, what do you suggest to make them 
give longest use possible? (Question No. 5454.) T. L. 
Answer—We suggest: (1) Hold the work, whether 
in the vise or by hand, firmly to prevent “‘chattering’”— 
i.e. any vibration; (2) stretch the blade in the frame 
with moderate tension, neither slack nor unduly strained ; 
(3) select blade of size so no less than’ two tooth-points 
are cutting at all times; (4) in sawing steel, rub beeswax 
on blade occasionally; (5) make no forward pressure 
with blade on the upward or non-cutting strokes, nor 
when turning sharp corners in sawing; (6) don’t use 
small saws for cutting off lathe-work. 


CREWHEAD SLOTS—Is there any way to surely 
get screwhead slots in center, when filing them? 
(Question No. 5455.) C. D. 

Answer—First, lay the slotting file exactly across 
the center of the screwhead, by sighting from directly 
overhead; then tilt tip end of the file nearest you up- 
ward and start filing with short strokes; gradually 
bring the file, as work proceeds, to a position horizontal 
with the plane of the screwhead, when full-length strokes 
may be made until the slot is cut to the required depth. 


EGULATOR PIN—In finishing up a new regula- 

tor pin just fitted, what points should be taken care 
of, to give good timing results? (Question No. 5456.) 
O. T. 

Answer—(1) The new pin should be fitted tight in 
its hole, permitting not the slightest play in it; (2) its 
acting length must be parallel to that of the other pin; 
(3) its center must be exactly opposite the center of the 
other pin, across the portion of spring embraced be- 
tween the pins; (4) the ends of both pins should extend 
only slightly below the bottom of the hairspring wire, 
and must be free from burrs, and preferably slightly 
rounded ; (5) space between pins should be no more than 
to avoid gripping the hairspring wire. 


URNING HANDS—I know the usual way to 
judge, on spring-driven striking clocks, whether 
construction of the striking work allows turning the 
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WORKSHOP 


QUESTIONS 
AND 
ANSWERS 


minute hand backward to set the clock to time. But 
now have a Herschede pendulum mantel clock, electric 
motor driven, and wish to know if on this it is safe to 
turn hands backward for setting. (Question No. 5457.) 
i 

Answer—Assuming from your question that the 
clock is an hour-striking clock, it is entirely safe to 
turn hands backward to set them. 


APER DIALS—It struck me that I could make 
white paper clock dials keep clean longer if I had 
some kind of clear varnish to coat them with, to keep 
dirt, finger marks, etc., from sinking into the paper. Do 
you know of a varriish sure to work well for this? (Ques- 
tion No. 5458.) A. A. 
Answer—Yes; the following preparation has been 
used successfully for protecting paper dials, and mak- 





ing them washable: dissolve bleached white shellac (ob- 


tainable at most drug stores) in pure grain alcohol, 
using sufficient shellac to make the solution a very pale 
yellow color. Brushed on with a large camels-hair 
brush, this varnish will evaporate leaving the dial white. 
If first coat does not dry to a glossy surface, apply 
another coat of the varnish. 





LOCK CLEANING—I want a formula for some 
solution that will clean clocks right, not taking 
apart, only taking balance pallets out and running 
wheels down in the solution. (Question No. 5459.) Z. A. 

Answer—There is nothing known that will do what 
you ask. Running a clock down in any solution, evap- 
oration will leave a film in pivot holes that will mix 
with oil freshly applied, and thicken the oil in much 
less time than should be. After any cleaning method is 
used, clock pivot holes should be well rubbed with peg- 
wood points. 


AND BRUSHES—As an everyday thing of im- 
portance in watch repairing, how can our hand 
brushes used for final work in cleaning watches, be kept 
in best condition? (Question No. 5460.) B. R. 
Answer—Brushes used for the last stage of cleaning 
watches--removing sawdust fragments after drying, etc. 
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—should be washed with some neutral soap like Ivory 
soap, say regularly Saturday evenings, which will give 
them over Sunday to dry thoroughly; then during the 
week frequently rubbed over a block of hard chalk, 
which cleans the ends of the bristles sufficiently between 
washings. The time taken for this care is worth while, 
for having brushes always in good working condition. 





S TEHMAN LA'THE—Have been offered a large-size 

watchmakers’ lathe, very well made, name stamped 
on end of bed Stehman, Jenks & Stehman, but there are 
only four wire chucks with it. Is there any way I could 
obtain chucks for this lathe, to make up a good working 
set? (Question No. 5461.) B. R. 

Answer—tThe Stehman lathe was made in Lancaster, 
Pa., but the firm has been out of business for almost 50 
years. However, Otto Young & Co., Algonquin, II1., 
make chucks to order for lathes of any make or date of 
origin, and would no doubt be glad to quote you price on 
chucks for this Stehman lathe; they may wish to have a 
sample chuck sent for examination. 


OISING TOOL—Where can I send my poising tool 
. to have the agate jaws reground to take several 
nicks out? (Question No. 5462.) S. K. 
Answer-—Among firms that could do this work are 
Max Stern & Co., 17 John St., and Nathan Lapidaries, 
Inc., 71 Nassau St., both in New York City. 





LTERING PIVOTS—Is it safe to hold watch pin- 
ions in lathe chucks to alter pivots? (Question 
No. 5463.) R. B. 


Answer—Yes—but not unless the chuck hole matches 
the outside overall diameter of the pinion exactly, so 
the hole will embrace the entire length of the pinion 
leaves. Otherwise, it is better to use a cement-chuck. 


EFASTENING PEARL—Have a job of refasten- 

ing a pretty large single round pearl on a stick- 

pin. Pearl has a small hole drilled partly into it. Please 

advise what to use, and how to do the work. (Question 
No. 5464.) V. W. 

Answer—Melt some white flake shellac; while hot, 
draw some of the shellac out into a thread of diameter 
to enter the hole in the pearl. Thrust this into the hole 
and break it off so as to fill the hole. The pin-end 
should be roughened, if not already so, with a coarse 
file or anything that will raise burrs on the metal, to 
assist the cement in holding. Warm pin and pearl over 
bunsen-lamp or alcohol-lamp flame; when cement has 
flowed, thrust pin into it as far as it will go; hold pin 
in tweezers until cool; finally, chip off any surplus 
cement with a graver point. 


OURING GOLD—One of the old-time manufac- 

turing jewelers I used to know had a trick of add- 
ing a little metal filings to gold in crucible while melt- 
ing, before pouring metal into mold in making castings. 
He said this made the gold flow more surely into all 
parts of the mold. He never would say what it was he 
added; can you inform me? (Question No. 5465.) F. R. 
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Answer—The metal added to the gold was no doubt 
zine, which is well known to have the effect mentioned 
in your inquiry. A good proportion is to use about three 
or four grains of zinc to each fifteen pennyweights of 
gold in the melt; not any more. This should be added 
just before pouring the gold into the mold. It may be 
used in small bits cut from sheet metal, or in very coarse 
filings if derived from a block of zinc. 


REGUET HAIRSPRINGS—Many very modern 

watches do not have Breguet hairsprings, while 
years ago only the cheapest watches had flat hairsprings. 
If Breguet springs were an improvement then, why 
don’t all new models have them in? (Question No. 5466.) 
G: K..G. 

Answer—But haven’t you noticed that the recently 
made high-grade watches that have flat hairsprings are 
all very small movements for bracelet use? The two- 
fold reason for flat hairsprings on these is that they are 
not practicable for the high adjustments which require 
overcoiled hairsprings, and that the extra vertical space 
to accommodate an overcoil is not present in these ex- 
tremely small movements. 


EGATIVE SETTING—What is negative setting 
in a watch? (Question No. 5467.) T. U. 
Answer—In negative setting work, which is char- 
acteristically American, the normal condition of the 
assembled mechanism is with the clutch shifted into po- 
sition that would set the hands, if the clutch pinion were 
turned. With the movement in its case, however, the 
winding-square, held by jaws of the “sleeve” in the 
pendant, is normally kept pressed downward, which 
shifts the clutch and keeps it in a position to wind the 
watch, when the stem is turned by the crown. Pulling 
upward on the crown, the sleeve-jaws yielding to this, 
the spring in the negative setting work will shift the 
clutch into its position for setting the hands. 


LEANING WATCHES—Do you advise benzine, 
or naphtha, for cleaning watches? (Question No. 
5468.) R. G. K. 

Answer—Since either of the products named, or any 
other petroleum product, is properly used in cleaning 
watches for nothing but a preliminary removal of the 
worst of the old oil and dirt, it is not important which 
of these is used, since this must be followed by scrub- 
bing or washing or other operations that must remove 
any trace of whatever had been used for the first opera- 
tion referred to. 





RENCH CLOCK—A good customer of ours has 

brought us an old French clock that a friend of 
hers has had to several jewelers, who say that a glass 
oval cover like one originally over the clock can no 
longer be obtained. We are anxious to please this lady, 
and would appreciate knowing if there is any place 
where a glass like this could be bought, or made to 
order if that would be necessary. (Question No. 5469.) 
C. L. 

Answer—You can obtain glass covers of any. form 
and size for clocks of the kind mentioned from the 
Demuth Glass Works, Inc., 89 N. 11th St., Brooklyn, 
New York. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
werds. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


' Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 


DESIGNER and wax modeler, 
date on fine costume jewelry; 
jeweler at the bench; desires New York 
City position. Address ‘‘N., 1961,’ care 
Jewelers’ Circular-Keystone. 


up to 
able 





WATCHMAKER, estimator, can take 
complete charge of a repair department 
including jewelry; New York or 
vicinity. Address “O., 2420,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, expert all sizes, close 


timing; careful with material; good 
prices; industrious; obliging; $50; 
permanent, first class firm. ‘Optico,’’ 


General Delivery, Lexington, Mass. 





WATCHMAKER, draft exempt; ordinary 
bench work and light jewelry repairs ; 
healthy working conditions in well 
equipped shop desired. Address “F., 
2351,” care Jewelers’ Circular-Keystone. 





LATEST regulations on credit operations 
don’t stand in way of this exceptionally 
productive retail diamond jewelry sales- 
man; employed now. Address “B., 
2368,” care Jewelers’ Circular-Keystone. 





HIGH POWERED salesman, one who 
guarantees results; desires position in 


reputable Mid-West credit jewelry 
store; first class ~eference. Address 
“B., 2481,” care Jewelers’ Circular- 
Keystone. 





VERY CAPABLE Swiss and R. R. watch- 
maker, more than 20 years’ experience ; 
draft exempt; employed, desires mak- 


ing change; good references. Address 
“P,, 2421,” care Jewelers’ Circular- 
Keystone. 





DIAMOND EXPERT and salesman; de- 
sires position in well established, high 
grade store; enviable knowledge cash 
or installment methods; reference. Ad- 
dress “F., 2324,” care Jewelers’ Circu- 
lar-Keystone. 





MANAGER, credit jewelry store; com- 
plete charge; employed same capacity 
at present; married; age 36; enviable 
record; finest recommendations. Ad- 
dress “E., 2323,” care Jewelers’ Circu- 
lar-Keystone. 





MASTER SALESMAN available now for 
active credit jewelry store in Southern 
California; expert handling most dif- 
ficult T. O.’s successfully; reference. 
Address “T., 2389,” care Jewelers’ Cir- 
cular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





YOUNG LADY, bookkeeper, typist, capa- 
ble, many years’ jewelry experience, 
full charge. Address “D., 2437,” care 
Jewelers’ Circular-Keystone. 





JEWELER and designer, all around; 
young lady; factory or store; New 
York preferred. Address “E., 2411,” 
care Jewelers’ Circular-Keystone. 





MANUFACTURER’S salesman or inside 
connection wanted; also have had ex- 
perience retail selling. Alex. V. Dennis- 
ton, 300 W. 17th St., New York City. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver, over 30 years’ ¢x- 
perience; best references. Address “‘N., 
2359,” care Jewelers’ Circular-Keystone. 





ENGRAVER, first class general letterer, 
on gold and silver, wishes position with 
first class jewelry store. Address “W., 
2089,” care Jewelers’ Circular-Keystone. 





ENGRAVER, 30 years’ experience, not 
fast, not slow; interested only in first 
class, permanent, well paying job. Ad- 
dress “M., 2380,” care Jewelers’ Cir- 
cular-Keystone. 





RETAIL JEWELRY salesman, 38, ex- 
pert repair estimator; 15 years’ experi- 
ence; pleasant personality ; good refer- 
ence; New York City or Boroughs. 
Address “E., 2410,” care Jewelers’ Cir- 
cular-Keystone. 





DEPARTURE from one of America’s 
largest installment jewelry stores has 
created availability of prolific salesman 
for progressive Western organization. 
Address ‘‘M., 2418,” care Jewelers’ Cir- 
cular-Keystone. 





SALES WRITER of outstanding per- 
formance available for diamond depart- 
ment of prominent credit store; West 
Coast preferred; highest results guar- 
anteed. Address “T., 2307,” care Jewel- 
ers’ Circular-Keystone. 





STORE EXECUTIVE; fine opportunity 
for rapid growing chain to negotiate 
services top flight manager; merchan- 
dising, advertising, successful personnel 
coordination. Address “R., 2306,’ care 
Jewelers’ Circular-Keystone. 





JEWELER, diamond setter, engraver, 20 
years’ experience bench and floor; fin- 
est retail stores; wishes job away from 
bench; assistant to owner take charge 
shop, etc. Address “G., 2294,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, experienced bookeeper 
and typist, manufacturing and whole- 
sale: line, have taken complete charge 
of office, including all details; best 
reference. Address “W., 2254,” care 
Jewelers’ Circular-Keystone. 








WATCHMAKER, age 50, 32 years’ ex- 
perience all grades of watches; close 
timing, proper adjustment; good refer- 
ence; position with reliable firm; New 
York or vicinity. Address ‘“J., 2375,” 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, engraver, fine me- 
chanic, 38 years; 20 years’ experience; 
married; now employed, desires 
change ; best of references; $75 weekly 
salary or its equivalent. Address ‘“C., 
2369,” care Jewelers’ Circular-Keystone. 





RETAIL EXPERT; salesman, window- 
trimmer; most successful installment 
methods; preferably San Francisco cr 
vicinity ; presently employed; highest 
reference obtainable. Address “F.,, 
2412,” care Jewelers’ Circular-Keystone, 





BOOKKEEPER, young lady, thoroughly 
experienced, full charge, controls, trial 
balance; last four and a half years 
with large reputable New York ftirm; 
excellent references. Address “A, 
2404,” care Jewelers’ Circular-Keystone. 





MANAGER, 25 years’ sound experience, 
thoroughly competent to take complete 
charge in every detail; diamond and 
watch salesman of unusual ability; 
now employed, but wishes change. Ad- 
dress “T., 2340,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, jeweler, engraver, ex- 
pert on chronographs, chime clocks, 
pivot drilling, escapement adjusting; 
can take full charge of repair depart- 








ment; first class reference. Address 
“C,, 2436,” care Jewelers’ Circular- 
Keystone. 
TRAVELING salesman; diamond line, 


Swiss or American watch line, whole- 
sale firm general line; years of ex- 
perience selling jewelry stores, Middle 
West and South; draft exempt. Ad- 
dress “H., 2354,” care Jewelers’ Circu- 
lar-Keystone. 





MANAGER of watch and jewelry repair 
department, six years with same con- 
cern, desires to make change; connec- 
tion with New York wholesale diamond 
and jewelry establishment preferred. 
Address “D., 2370,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY bookkeeper, over 10 years’ 
diversified experience, diamonds, manu- 
facturing, importing; full charge; 
knowledge stenography; own _  corre- 
spondence; fine collection systems, etc. 
Address “A., 2191,” care Jewelers’ Cir- 
cular-Keystone. 





STORE MANAGER; highest type in- 
stallment; long, successful experience ; 
young, resourceful; invaluable acquisi- 
tion for progressive organization; un- 
solicited character, business reference. 
Address “A., 2367,” care Jewelers’ Cir- 
cular-Keystone. 





ENGRAVER, 25 years’ experience with 
best stores in the country, desires 
position; expert monogram work and 
fine inscriptions on gold and silver; 
A-1 reference: Eastern location. Ad- 
dress “X. Y. Z., 2274,” care Jewelers’ 
Circular-Keystone. 





SALESMAN, high grade man, draft ex- 
empt; experienced in every branch, 
cash and credit jewelry line, including 
credits, collections, buying, repair esti- 
mating; good personality; best refer- 
ences. Address “C., 2346,” care Jewel- 
ers’ Circular-Keystone. 





MANAGER-Salesman-Buyer; watch, dia- 
mond, jewelry, silverware department, 


jewelry store or department. store; 
years of experience watch, diamond, 
jewelry line as traveling salesman ; 


draft exempt. Address “G., 2353,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, knowledge stenography ; 
executive ability, capable of managing 
office; experience in diamond bunch 
ring house also platinum diamond 
house; efficient, trustworthy, charming 
personality. Address “S., 2423,” care 
Jewelers’ Circular-Keystone. 
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DIAMOND SALESMAN, 41, married, 18 
years’ American and European experi- 
ence in retail and wholesale lines; 
pleasing personality, open for perma- 
nent position in Eastern States; best 
references. Address “E., 2396,” care 
Jewelers’ Circular-Keystone. 











MANAGER-SALESMAN, intensive cash, 
credit store background; thoroughly in- 
timate merchandising, advertising, dis- 
plays, credits, collections, full opera- 
tions; immediate satisfactory results 
assured. Address “V., 2426,” care 
Jewelers’ Circular-Keystone. 





BUYER, executive, general merchan- 
dise manager, 15 years with one of 
largest credit jewelry chains in 
country, now open for proposition. 
Address “D., 2349,” care Jewelers’ 
Circular-Keystone. 





POLISHER, expert lapper, many years’ 
experience; platinum, gold watch cases, 
rings, and jewelry of every descrip- 
tion, producing the highest grade fin- 
ishes, rapid workmanship; capable tak- 
ing charge; best references. Address 
“P., 2305,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, 28 years’ experience, 
efficiency guaranteed on baguettes, rail- 
road, Bulova, Gruen, chronometers, re- 
peaters, staffs, pivoting; complicated 
clock work: complete tools; plain en- 
graving; South only; $55; wire. 
“Watchmaker,” 542 Wabash Ave., At- 
lanta, Ga. 





SALESMAN-MANAGER, over 15 years’ 
experience buying, selling fine jewelry, 
silver, antiques, clocks; capable taking 
complete charge, sales promotion, ad- 
vertising, credits; married; Gentile; 
draft exempt; excellent references. Ad- 
dress “B., 2406,” care Jewelers’ Circu- 
lar-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing 
and production is required on baguettes, 
Swiss complicated and railroad 
watches; 25 years’ experience, foreign 
and American; recommendations fur- 
nished. Address “E., 2371,” care Jewel- 
ers’ Circular-Keystone. 





AN ALL AROUND jeweler, able to do 
designing and modeling, with many 
years experience in directing a small, 
high grade manufacturing plant, de- 
sires a good connection with a depend- 
able hcuse; Washington, D. C., pre- 
ferred. Address “R., 2422,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL SALESMAN with display, ad- 
vertising, credit granting and collection 
correspondence experience, desires posi- 
tion in Chicago store or vicinity; age 
45; commission basis, with guarantee, 
satisfactory ; past employers my refer- 
ence as to ability; for interview Phone 
Normal 2120, Chicago. 





WATCHMAKER (only), highly skilled 
mechanic, 35 years’ experience with 
best American jewelers as front and 
shopman; competent on all fine and 
small watches; have good tools and 
best of references; salary $50; credit 
stores and trade shops excluded. Ad- 
a “Viking,’’ Box 454, Bar Harbor, 

e. 





MANAGER-SALESMAN, thorough 
knowledge buying, merchandising, pro- 
motions, window trimming, credits, col- 
lections, watch and jewelry repair 
estimates, special orders, etc.; age £0; 
pleasant personality; with present firm 
seven years, good reasons for change, 
within two weeks’ notice: excellent 
references. Address “B., 2345,” care 
Jewelers’ Circular-Keystone. 





DESIRES CHANGE; expert in fine 
jewels, watches, colored stones and 
pearls, wants position in suitable 
shop; speaks several foreign lan- 
guages; presently managing jewel 
and watch department in Fifth Ave. 
shop; salary $50-$60 a week. Ad- 
dress “D., 2409,” care Jewelers’ 
Circular-Keystone. 





EXCEPTIONALLY fine watchmaker, real 
good engraver, estimator and experi- 
enced salesman, with pleasing person- 
ality ; neat, sober, efficient and depend- 
able; age 48; wants position where 
man capable of good work is ap- 
preciated ; at present employed in West 
at good salary; wish to make change, 
go anywhere. Address “N., 2381,’ care 
Jewelers’ Circular-Keystone. 





MANAGER-BUYER, 44, credit store, 
offers his services after September 15; 
top salesman and orginator of modern 
installment methods of operating; capa- 
ble of taking complete charge of buy- 
ing, sales, credits and _ collections; 
creative window trimmer and orginal 
ideas on promotional work and ad- 
vertising layouts; salary to start, $75. 
Address “M., 2358,” care Jewelers’ Cir- 
cular-Keystone. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SALESMAN, covering entire South, 
calling on own established trade of 
over 300 better jewelers, seeks com- 
plete diamond mounted line, and 
gold stone rings; 15 years’ same 
territory, same concern; straight 
commission, no drawing; do not re- 
ply unless lines are complete, and 
ean produce volume goods. Ad- 
dress “E., 2350,” care Jewelers’ 
Circular-Keystone. 





Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SALESMAN, with following among job- 
bers and large users, to carry line of 
mass production ladies’ platinum rings. 
Address “‘A., 2429,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN wanted to carry a side line 
of fine platinum and gold mountings 
and semi-mounted ; references required ; 
commission with drawing account. Ad- 
dress “K., 2416,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN with following in better 
class retail stores and jobbers, in New 
York City and vicinity; to carry a iine 
of new type exclusive cocktail rings. 
Address “Y., 2313,’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN covering Philadelphia, Balti- 
more, Washington and South, to handle 
complete line of solid gold rings; high 
grade man only. Address “V., 2390,” 
care Jewelers’ Circular-Keystone. 





SALESMAN having an established job- 
bing and mail order trade for many 
years, East and Middle West, desires a 
gold chain and watch strap line. Ad- 
dress “L., 2379,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN with good retail following 
in New York and environs, desires 
manufacturer’s lines in solid gold 
jewelry (rings, chains, bracelets). Ad- 
dress “A., 2433,” care Jewelers’ Circu- 
lar-Keystone. 





SAN FRANCISCO sales representative, 
jewelry and kindred merchandise, open 
to represent manufacturer; 20 years’ 
selling territory; trade and bank refer- 
ences. Address “C. G., 2361,” care 
Jewelers’ Circular-Keystone. 





SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 
Philadelphia, Baltimore, Washington, 
New “Yngland, desires side line; refer- 
ences furnished. Address “C., 2067,” 
care Jewelers’ Circular-Keystone. 





MANUFACTURERS’ representative ; 
alert, aggressive, A-1 salesman, cover- 
ing Philadelphia territory, wants line 
of watches, diamonds and stone rings; 
consider novelty jewelry line also; 
commission basis. Address “L., 2417,” 
care Jewelers’ Circular-Keystone. 





SALESMAN with Chicago office de- 
sires manufacturers’ line for the 
Middle-West; commission basis 
only; having over 100 active ac- 
eounts. Address “Circular 1325,” 
Room 1415, Heyworth Bldg., Chi- 
cago. 





SALESMAN, formerly retail jeweler 
Mid-South, personal friend of most re- 
tail jewelers in South, desires good 
side line; furnish references, honesty, 
ability; guarantee results with yzood 
line; most interested, watches, rings, 
diamonds or fine jewelry line; cover- 
ing Carolinas, Virginia, Georgia; plenty 
time devote to line; good appearance, 
personality; native Carolinian, also 
hustler; interested only quality line. 
Address ‘“‘Mid-South, 2285,” care Jewel- 
ers’ Circular-Keystone. 








SALESMAN wanted for South and 
Middle West to carry platinum and 
gold mountings, and a line of gold 
filled jewelry ; commission basis; state 
experience and references. Address “D., 
2321,” care Jewelers’ Circular-Key- 
stone. 





A-1 SALESMAN wanted fer Pacific Coast 
and Southern territories to carry a 
popular line of 14Kt. gold precious and 
semi-precious stone jewelry for a long 
established reputable firm; commis- 
sion basis; give full particulars and 
references. Address “C., 2319,” care 
Jewelers’ Circular-Keystone. 





Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED. experienced watchmaker at 
once. The Phillips & Lucas Store, 
Montpelier, Vt. 





SECOND WATCHMAKER, daylight 
shop. H. Buytendorp, 20 N. Seventh 
St., Richmond, Va. 





WATCHMAKER, give full particulars, 
reference and salary expected. E. G. 
Hoover, Harrisburg, Pa. 





WANTED watchmakers; 40 hour week; 
good salary. Tucker-Lowenthal, Inc., 
5 S. Wabash, Chicago, IIl. 





WATCHMAKER, high grade, American 
trade only; top wages. Gulliksen’s, 
9238 Grand River Ave., Detroit, Mich. 





PERMANENT opening for first class, 
sober, draft exempt watchmaker. Shad 
& Tucker, 237 W. Adams St., Jackson- 
ville, Fla. 





SALESMAN, high grade, cash _ store; 
American trade only; top wages. 
Gulliksen’s, 9238 Grand River Ave., 
Detroit, Mich. 





WATCHMAKER, permanent position 
with excellent opportunity and good 
working conditions. Rost Jewelry Co., 
Indianapolis, Ind. 





(Continued on page 136) 
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Special Notices 





(Continued from page 135) 


WANTED, reliable watchmaker at 
once; salary to start $35 with rapid 
raise if work is satisfactory. E. L. 
Widerkehr, Sarasota, Fla. 





HELP WANTED—Continued 








WANTED, first class watchmaker, high 
grade work; write full particulars, €x- 
perience, salary, etc. J. Jessop & Sons, 





San Diego, Calif. 
WANTED, combination jewelry repair- 
man and salesman; Virginia town of 


10,000. Address “L., 2299,’ care Jewel- 
ers’ Circular-Keystone. 





WANTED, jeweler, good all around 
benchman; high grade work; write full 
particulars, experience, salary, etc. J. 
Jessop & Sons, San Diego, Calif. 





WATCHMAKER wanted, one who knows 
how to fit watch materials; must have 
good reference. Address “A., 2284,” 
care Jewelers’ Circular-Keystone. 





WANTED all around jobbing jeweler in 
a large Virginia City; good salary and 
permanent position. Address 
2439,”" care Jewelers’ Circular-Keystone. 





WANTED, watchmaker, engraver and 
stone setter; South; state salary and 
send references in letter. Address “V., 
2310,” care Jewelers’ Circular-Key- 
stone. 





ENGRAVER or jeweler; understands 
monogram saw piercing silver jewelry; 
state age, salary, references. Address 
Art Metal Studios, 17 N. State St., Chi- 
cago, Ill. 





WANTED, foreman for trade shop doing 
general repairs and special order work ; 
state salary, reference and age. Address 





“H., 2292,” care Jewelers’ Circular- 
Keystone. 
WANTED, jewelry repair and _ special 


order man for trade shop; state refer- 
ence, age and salary expected. Address 





“G., 2291,” care Jewelers’ Circular- 
Keystone. 
WANTED, high grade watchmaker to 


head watch repair department; posi- 
tion permanent 30 years in business; 
$60 a week to start. Osterman & Levey, 
Toledo, Ohio. 





FIRST CLASS watchmaker: 
who can do light engraving, diamond 
setting and light jewelry work; give 
full particulars. Hyman’s Jewelry Co., 
Columbia, S. C. 


prefer one 





MAN to take complete charge of credit 
jewelry store in Cleveland; permanent 
position; salary and commission; good 
opportunity. Address “R., 2339,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, experienced, for retail credit 
jewelry store, Northern New Jersey; 
exceptionai opportunity; give complete 
details in reply. Address “N., 2419,” 
eare Jéwelers’ Circular-Keystone. 





WATCHMAKER, for permancnt position, 
large Southern jewelry store; all re- 
plies held in strict confidence; please 
furnish references. Address ‘O., 2304,” 
care Jewelers’ Circular-Keystone. 





WATCH and _ clockmaker wanted in 
Massachusetts; pleasant working con- 
ditions, permanent; state experience 
and references. Address “J., 2295,” 
care Jewelers’ Circular-Keystone. 





WANTED, watchmaker; permanent posi- 
tion; good working conditions; excel- 
lent opportunity; $50 per week; state 
age and experience. Address “H., 2374,” 
care Jewelers’ Circular-Keystone. 





WANTED, diamond setter and jobbing 
jeweler; permanent in South; $60 a 
week; must have highest references as 
to integrity and ability. Address “O., 
2333,” care Jewelers’ Circular-Keystone. 





SPLENDID opportunity in Middle West 
for A-1 watchmaker with selling abil- 
ity ; excellent future, good salary; give 
qualifications, references. Address ‘‘W., 
2312,” care Jewelers’ Circular-Key- 
stone. 





WANTED, jewelry repair man; ability to 
do special order work, engraving er 
stone setting desirable, but not essen- 
tial; give full details in first letter; 
position permanent. Apply, Friedman’s 
Jewelers, Savannah, Ga. 





JEWELER has opening for young lady 
out of horological school; who has 
finished jewelry repairing and engrav- 








ing; state salary in first letter. John 
A. Marshall, 508 Close Bldg., Toledo, 
Ohio. 

SALESMAN, high class salesman on 
diamonds and watches; steady posi- 
tion with wonderful opportunity, in a 


large jewelry store in the Middle West. 
Address “P., 2338,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, permanent: excellent 
working conditions, in good Iowa town; 
State qualifications and salary expected. 
Address “M., 2300,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, watchmaker and 
position permanent; 
ary for man capable handling repair 
department. Cogburn Jewelry  Co., 
Panama City, Fla. 


engraver ; 
will pay top sal- 





A-1 DIAMOND SETTER wanted by 
manufacturer in progressive Eastern 
city; kindly state wages and _ refer- 
ences. Address “N., 2331,” care Jewel- 
ers’ Circular-Keystone. 





SETTER, experienced on stone set cast 
rings and capable of doing good wrk; 
factory located West of Buffalo; good 
salary. Address “R., 2119,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, at once; permanent 
position, excellent opportunity, good 
salary for capable man; state age, ref- 
erence and previous experience. I. N. 
Pollock Co., Ashland, Ky. 





OPTOMETRIST for large 
necticut city of 50,000; excellent op- 
portunity for right man in a _ store 
where ethics count for more than profit. 
Address “S., 2309,” care Jewelers’ Cir- 
cular-Keystone. 


store in Con- 





WANTED, first class watchmaker; must 
have reference; permanent position, 
good working conditions, air condi- 
tioned store; salary $60-$65 per week. 
Address “E., 2289,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY SALESMAN; growing in- 
stallment retail store, located 60 miles 
from New York; excellent opportunity 
offered with good salary to the right 
man. Address “D., 2288,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED watchmaker, at least 10 
years’ experience; will pay $45 a week 
to start and if satisfactory will do bet- 
ter; give references, age and religion. 
Address “B., 2286,” care Jewelers’ Cir- 
cular-Keystone. 





TWO WATCHMAKERS wanted at once; 
good working conditions; excellent op- 
portunity; $45 to $50 per week to 
start; must be out of draft; no drunks. 
Address “S., 2388,’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER; a permanent position 
and liberal salary for a capable watch- 
maker in one of the country’s finest 
jewelry concerns; state details. Ad- 
dress “K., 2357,’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER for store in 
permanent position; $65 per week; 
must be a first class watchmaker ; give 
references, also how soon available, 
Address “G., 2373,” care Jewelers’ Cir- 
cular-Keystone. 


Georgia; 





HIGH CLASS watchmaker; permanent 
position; state all particulars, refer- 
ences, salary to start; railroad inspec- 
tion; optical experience preferred. Nel- 
son Jewelry Co., 408 Riverside Ave., 
Spokane, Wash. 





WANTED watchmaker ; 
tion man if possible; 
commission basis; want sober, reliable 
man; permanent position to right 
party; wire or write. Lewis Jewelry 
Co., Gainesville, Fla. 


prefer combina- 
good salary or 





MANUFACTURER of fast selling Heart 
and Hand ring, wants representation in 
Eastern, Western and Southern terri- 
tories; prefer men calling on jewelry 
trade. Address, Creetive Shops, 205 W. 
Wacker Drive, Chicago. 





JEWELRY repairman and plain en- 
graver, stone setting not required, with 
trade shop experience preferred, but 
not necessary; will pay $50 a week 
and overtime. John A. Marshall, 508 
Close Bldg., Toledo, Ohio. 





EXPERIENCED watchmaker, with ring 
sizing and engraving ability, wanted by 
Middle West high grade establishment ; 
steady substantial salary and bonus to 
right man. Address “N., 2301,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER wanted; permanent 
position for right man; must under- 
stand rebuilding watches of all kinds; 
salary or commission; good reference ; 
state experience. Houston Jewelry Co., 
904 Preston, Houston, Texas. 





WATCHMAKER, 
driest climate in 
competition, 5000 population plus $3,- 
000,000 airport with 1000 soldiers; 
guarantee and commission. Write Lee’s 
Credit Jewelers, Ajo, Arizona. 


sizing rings: 
States; no 


capable 
United 





WANTED, credit jewelry store manager, 
to take complete charge of one of our 
stores; the only man who managed 
store since its opening died recently; 
excellent opportunity for right man. 
Kirschbaum Bros., Duquesne, Pa. 





EXPERIENCED salesman; Wichita’s 
finest jewelry store; must be A-1 sales- 
man; diamonds and watches: state 
qualifications, experience, references 
and salary in first letter; position per- 
manent. Peacock’s, Wichita, Kan. 





WATCHMAKER, permanent position, 
high class store New York State; pre- 
fer one who can do plain engraving; 
state qualifications, salary and how 
soon available. Address “L., 2444,” 
care Jewelers’ Circular-Keystone. 





WANTED, at once, competent watch- 
maker who is thoroughly capable on 
high grade clocks and watches and 
close timing of the same; give all 
particulars in first letter. Address “B., 
2435,” care Jewelers’ Circular-Keystone. 





SALESMAN covering Chicago and Middle 
West to carry fine line of platinum 
rings, wedding rings, cocktail rings, 
and also pink gold coci-tail rings, at 
popular prices, on commission basis. 
Address “J., 2356,” care Jewelers’ Cir- 
cular-Keystone. 
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HELP WANTED—Continued 





JEWELER, experienced on stone set cast 
rings, to take charge of fictory west 
of Buffalo; very good salary to com- 
petent man; give full information re- 
garding background and _ experience. 
Address “A., 2063,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, a first class platinum 
worker; references required; ap- 
plications confidential; permanent 
job; state salary. Linz Bros., Jewel- 
ers, Dallas, Texas. 


WANTED three or four watchmakers, 


also a watchmaker, engraver and 
jeweler, permanent positions; good 
salary; state age, experience, salary 
expected, and furnish references 
in first letter. May Jewelry Co., 
Marion, Ohio. 





SALESMEN WANTED; we have open- 


ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open ; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





JEWELER wanted who can make fancy 
rings of all kinds of platinum and 
gold; $1.25 per hour; state what you 
can do and where. in the past em- 
ployed; fine opportunity for a _ real 
mechanic. Address “V., 2341,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTER, fine one, who can do 
fair jewelry work, or engraving; or a 
good engraver who can do fair jewelry 
work or fair setting; Southerner pre- 
ferred; $52.00 for 48 hours; steady work; 
trade shop. Address “‘D., 1907,’’ care 
Jewelers’ Circular-Keystone. 





GOOD WATCHMAKER, capable of plain 
engraving and ring sizing in emer- 
gency; draft exempt; permanent posi- 
tion; salary $60 per week and coi- 
missions; the right man can earn up 
to $75 per week; 45 working hours. 
Leon Rubin, East Liverpool, Ohio. 





WATCHMAKER wanted; permanent 
position; must be first class me- 
chanic; will pay top wages; take 
full charge. A. Ellman & Co., 9-17 
Arcade, Dayton, Ohio. 





YOUNG MAN to take in watch re- 
pairs; must have five years’ experi- 
ence and excellent references; state 
salary. Address “M., 2328,” care 


Jewelers’ Circular-Keystone. 





WATCHMAKER, for Detroit; $75 per 
week; must be good; no dubs; 
quality not quantity’ work and ex- 
cellent references desired. Address 
“L., 2327,” care Jewelers’ Circular- 
Keystone. 





EXPERIENCED jewelry salesman; 
permanent position; excellent sal- 
ary with opportunity for man- 
agerial position progressive firm. 
Address “K., 2442,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, first class; modern 
cash store; 46 hours; $50 weekly; 
yearly vacation, excellent working 
conditions; fine year round climate. 
Carpenter-Matthew, Jewelers, Ashe- 
ville, N. C. 





EXPERT WATCHMAKER; _perma- 
nent position under ideal working 
conditions; good salary; state age, 
experience and salary expected. 
Lux, Bond & Green, 70 Pratt St., 
Hartford, Conn. 





WATCHMAKER, dependable, capable 
and ambitious worker; it is a one man 
job and a very fine place to work; 
steady position; $50 or ~-%re per week; 
it will pay you to m: .e a change; 
must be draft exempt. Write or wire, 
Elwitt Jewelry Co., 690 E. 185th S&t., 
Cleveland, Ohio. 


WANTED, 


experienced bench watch- 
maker; must be neat in appearance 
and pleasing personality; excellent 
working conditions; steady, good sal- 
ary; must have good references; ex- 
cellent opportunity for one who desires 
a good position. Write at once to, Al- 
pert’s, 111 E. Water St., Elmira, N..Y. 





WANTED, young lady, 30-35, attractive, 


with several years’ experience retail 
jewelry store, for city in Florida, 50,- 
000 population; good sales lady, also 
work on collections; must have excel- 
lent references; letter in detail, recent 
photograph and salary expected. <Ad- 
dress “K., 2298,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER wanted for fine store 


in Northern Indiana; prefer man with 
retail store experience; ideal working 
conditions; position permanent; salary 
according to ability; an excellent op- 
portunity for the right man; state sal- 
ary expected and experience first letter. 
Address “F., 2290,” care Jewelers’ Cir- 
cular-Keystone. 





MANUFACTURER of a fine line of 


mountings has an opening for a fine 
mechanic of creative ability; one who 
understands the modern trend in the 
manufacturing of fine products; must 
be a wide awake man; a _ wonderful 
opportunity; give information in de- 
tail in first letter. Address “W., 2342,” 
care Jewelers’ Circular-Keystone. 





SALESMAN; prominent Connecticut 
store has permanent opening for a 
salesman of good personality and 
background; splendid opportunity ; 
replies confidential; state details. 
Address “H., 2414,” care Jewelers’ 


Circular-Keystone. 








SALESMAN for New York City and its 
environs desired by nationally 
known ring house; in _ replying, 
please state whether past experi- 
ence embodies this area and period 
of same. Address “H., 2272,” care 
Jewelers’ Circular-Keystone. 








| 
| 


| 
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SALESMAN wanted for New England 


States, to represent large wedding 
ring and mounting line for: retail 
trade; no objections to non-con- 
flicting line; commission basis; ex- 
cellent opportunity. Address “G., 
2325,” care Jewelers’ Circular-Key- 
stone. 





YOUNG LADY for sales position in a 
leading Connecticut store of the 
better type; we also have an open- 
ing for a repair and special order 
clerk; permanent positions with 
opportunity; state reference; con- 
fidential. Address “‘J., 2415,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKERS; 


opportunity to 
connect permanently with reliable 
company operating watch repair 
departments in leading department 
stores throughout the country; 
openings available in almost all 
localities; good working’ condi- 
tions; highest salaries; our men 
stay with us; give age, experience. 
People’s Watch Repair Co., 310 St. 
Clair St., Toledo, Ohio. 





ixXPERIENCED 


salesman for retail 
store, cash and credit, with a little 
knowledge of watch repairing; handy 
on small repairs, like fitting crystals, 
attach watch bands and estimate re- 
pairs; must have a pleasing personal- 
ity, honest and well recommended ; 
write stating qualifications, references, 
age, draft status and salary expected. 
Wm. Gerson, Jeweler, 108 Ellison St., 
Paterson, N. J. 





WATCHMAKER, wanted immediately; 


permanent position for experi- 
enced, capable watchmaker; prefer 
one who can do some engraving iii 
emergency; pleasant working con- 
ditions, with 50 year old Georgia 
jewelry establishment. Address “‘C., 
2287,” care Jewelers’ Circular-Key- 
stone. 





WANTED, first class watchmaker to 


take care of watch repair depart- 
ment; prefer one who can do some 
engraving and stone setting; per- 
manent position; salary $65 to $70 
per week; send references and 
state age and experience in first 
letter. Kahn’s Jewelry Store, Pine 
Bluff, Ark. 





AIRCRAFT 


instrument technicians 
needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble when combined with necessary 
special instrument training; production 
of huge number of fighting planes 
opening up hundreds of good-paying 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows our six months training 
as your complete substitution for the 
two years’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete informa- 
tion on this interesting lifetime pro- 
fession. Write, American School of 
Aircraft Instruments, Dept. J-9, 3903 
San Fernando Road, Glendale, Calif. 





SALESMEN WANTED; our company is 


an outstanding company in our field; 
we are national advertisers and have a 
national selling organization; we are 
doing defense work but we are also 
maintaining our selling organization ; 
we have lost some of our good men for 
military work und we are interested in 
receiving applications from capable 
men with families who are honest, re- 
liable and who have a good record; 
sales record can be either in a store 
or on the road as we train our taen 
thoroughly; we are _ interested in 
younger men who want to improve 
their positions or in capable salesmen 
who have an excellent record but who 
have been curtailed because of war con- 
ditions; send us complete information 
concerning yourself if you expect a re- 
ply. Address “J., 2205,’’ care Jewelers’ 
Circular-Keystone. 








For Pale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











FOR SALE, complete costume jewelry 
plant machinery, stock and lease. Ad- 
dress “R., 2387,” care Jewelers’ Circu- 
lar-Keystone. 





(Continued on page 138) 
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Special Notices 





(Continued from page 137) 








FOR SALE—Continued 








WELL ESTABLISHED jewelry store in 
West Tennessee town; nice clean stock ; 
good repair business; low overhead; 
lease on building; making money. Ad- 
dress “G., 2166,” care Jewelers’ Cir- 
cular-Keystone. 





COMPLETELY equipped jewelry’ shop, 
showroom, office equipment; with or 
without stock; ideal space, reasonable 
rental; good investment for right 
party. Address “O., 2382,” care Jewel- 
ers’ Circular-Keystone. 





JEWELRY STORE, New Jersey, account 
death ; exceptional opportunity for good 
watchmaker; profitable repairs, clean 
stock; reasonable rent; established 15 
years. Address “‘A., 2400,” care Jewel- 
ers’ Circular-Keystone. 





FOR SALE, jewelry store and gift shop 
including greeting cards, with high 
grade watch and clock repairing; es- 
tablished over 40 years; 100 rriles from 
New York. Address “W., 2395,” care 
Jewelers’ Circular-Keystone. 





JEWELRY STORE for sale, on one of 
New York’s busy shopping streets; at- 
tractive, corner store; excellent repair- 
ing; good reason for selling; call early 
for bargain; ask for Mr. Joseph; Tele- 
phone St 4-7234, or write “F., 2372,” 
care Jewelers’ Circular-Keystone. 





ESTABLISHED shop, small, completely 
equipped for repair man, diamond set- 
ter and polisher; forced to retire be- 
cause of illness; will turn over goodwill 
and clientele; located in heart of large 
Pennsylvania city; will sell outright or 
work on percentage basis. Address 
“C., 2432,” care Jewelers’ Circular- 
Keystone. 





FOR SALE, an old established, whole- 
sale, watchmakers’ and jewelers’ sup- 
ply business; most complete line of 
genuine American and Swiss materials: 
complete line of high grade tools, gold 
and gold filled findings; doing a very 
good volume and catering to best trade 
in our city of almort a million popula- 
tion and also surrounding territory; 
owners wish to retire after 32 vears 
in this business. Address “B., 2316,” 
care Jewelers‘ Circular-Keystone. 








For Sale. 


Tools, Equipments. Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








500 IMITATION stones for repairing 
jewelry. costume jewelry, etc., $2. B 
Lowe, Box 311, St. Louis, Mo. 





K. K. SYSTEM Swiss watch material as- 
sortment, 24 drawers, #700 to 1616; 
bargain. R. E. Summer, 221 Mitchell 
St., Atlanta, Ga. 





FOR SALE Zylonite spectacle temples; 
dozen assorted temples; very reason- 
able ; send for prices. C. Esser, 2349 
Station St., Indianapolis, Ind. 





FIVE used complete pocket and wrist 
watches requiring minor repairs, $6; 
satisfaction guaranteed. B. Lowe, Box 
311, St. Louis, Mo. 





3000 PLASTIC ring boxes; 100 gross 
Hold-on clutches; 300 trays with covers 
to hold one, two, three dozen rings. S. 
Pollack, 95 Bowery, New York City. 





WATCH CRAFT, chest of staking, jewel- 
ing and milling tools, including 129 
punches, brand new; only $95. Ben 
Israel, 189 W. Madison St., Chicago, lil. 





FOR SALE, Towle sterling table, glass 
top, 16 velvet pads, eight lined draw- 
ers—23"x57", antique ivory, A-1 con- 
dition, $35. Kosterman’s Jewelry, Ra- 
cine, Wis. 





BOSTON, MASS.; beautiful complete set 
of fixtures, 28 ft. of wall cases, 28 ft. 
of show cases, mahogany hand rubbed ; 
double work bench and watch board; 
reasonable for quick sale. Address “‘A., 
2344,” care Jewelers’ Circular-Keystone. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 





MICONCAVE crystals, sizes six to 21, 
186 sizes, 25c. doz., $2.50 gross; 100 
unedged fancy shape, 89c.; gold filled 
bracelet crowns, 76c. doz.; 250 hour, 
minute, second hands, 83c.;_ staffs, 
stems, jewels, mainsprings, etc.; send 
for 23rd anniversary bargain bulletin. 
Beck Bros., Lau Bldg., Ft. Wayne, Ind. 





CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 
become famous throughont the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 








Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities,  etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorshin requirements of The Jewelers’ 
Circular-Keystone. 





QUICK, live cash for your slow, dead 
stock; see my display advertising on 
page 110; established 35 years. Irving 
Sack’s Jewelry Center, 864 Broadway, 
New York City. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





DIAMONDS, colored stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 








HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





WOULD LIKE to buy, one, two or 
three small volume credit stores, 
anywhere, $100,000 or $150,000 
volume. Address “C., 2348,” care 
Jewelers’ Circular-Keystone. 











SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
—- Telephone Bowling Green 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 








GORDON BROTHERS, cash buyers 
of complete jewelry stores and sur- 
plus stocks; for details see our ad- 
vertisement page 86. 


JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 








WATCH REPAIR concession for rent; 
busy spot in Southern California good 
for minimum of $100 a week to right 
man; requires watchmaker of ability, 
with outfit of own tools, who is de- 
pendable, industrious and ambitious; 
permanent proposition; give experi- 
ence, personal history and photo with 
first letter. Address “A., 2449,” care 
Jewelers’ Circular-Keystone. 





“OPPORTUNITY” ; if there a first class 
experienced watchmaker who would be 
willing, for a limited time, to forego a 
high salary for the privilege of acquir- 
ing an interest in a 20 year established 
reputable jewelry store; to a capable, 
responsible, trustworthy man who 
wants to get a start in business, I 
will be pleased to extend this cffer. 
Address “H., 2363,” care Jewelers’ Cir- 
cular-Keystone. 





ATTENTION; will buy your stock 
of jewelry complete with fixtures 
and accounts for cash; no transac 
tion too large or too small; negotia- 
tions will be strictly confidential as 
you are dealing with a very re- 
sponsible merchant. Address “G., 
2440,” care Jewelers’ Circular-Key- 
stone. 





IF DUE to present changes you wish 
to close out your business or reduce 
your stock, we can accomplish this 
quickly and profitably; we have con- 
ducted successful auctions for the 
leading jewelers in all parts of the 
United States for the past 40 years. 
Write or wire. A. E. Gates & Asso- 
ciates, P. O. Box 46, Ocean City, 
N. J. 


HIGHEST PRICES paid for diamonds 
and diamond jewelry of any amount; 
cash remittance mailed the same day 
shipment received; goods returned 
prepaid and insured if you do not 
accept our offer; we also buy 
chipped, Old Mine and imperfect 
diamonds; turn into cash your ob- 
solete and excess diamonds and dia- 
mond jewelry; best bank and trade 
references; est. 1919. Harry Elkins, 
5 S. Wabash Ave., Chicago, IIl. 
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M. HARRIS, Auctioneer, 1337 Fteley 
Ave., New York; auction sales or pro- 
motional sales; I can sell your entire 
stock and guarantee 100 cents on the 
dollar; as business is more difficult 
right now, due to war _ conditions, 
searcity of merchandise, higher excise 
tax, ete., now is the time to convert 
your stock into cash while prices are 
high and merchandise is bringing bet- 
ter prices at sales; never before have 
business conditions been so uncertain; 
therefore, why not insure your future 
security by using my method of con- 
verting your inactive and other mer- 
chandise into working dollars; same 
consideration given small sales as 
large; cash paid for entire stocks. 








Wanted to Purchase. 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








WANTED, a refractometer; preferably a 
Raynor; write to George Carter Jes- 
sop, 1041 Fifth Ave., San Diego, Calif. 





WANTED, small, complete jewelry manu- 
facturing plant; Metropolitan district 
preferred. Address “P., 2386," care 
Jewelers’ Circular-Keystone. 


NEW CENTURY Engraving machine, in 
good condition; give lowest cash price 
and particulars. Address “C., 2408,” 
care Jewelers’ Circular-Keystone. 


PHOROPTER, retinoscope, ophthalmo- 
scope, projector and screen wanted; 
must be in good condition. New York 
Jewelry Co., 727 Seventh St., N. W., 
Washington, D. C. 











WANTED to bhuy assortment of very 
small chucks for a small Wolf Jans 
lathe; state price and how many. Ad- 
dress “K., 2376,’’ care Jewelers’ Circu- 
lar-Keystone. 


OLD FASHIONED jewelry purchased, at 
highest prices; send trial package for 
cash offer: references furnished upon 
request. Wood & Strand, 207 Main St., 
Northampton, Mass. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 











WILL BUY surplus stock of watches, 
particularly Bulova, Elgin and Hamil- 


ton; write for quotations, but give 
quantities. Address “J., 2441,’ care 
Jewelers’ Circular-Keystone. 





WILL BUY small diamond rings, 10K or 


14K settings; also military insignia 
rings, gold or sterling; send particu- 
lars, prices. Eagle Novelty Co., 293 


Washington St., Boston, Mass. 





WANTED an Elgin coin watch, discon- 
tinued model, known as Elgin catalog 
#1822 8/0 size, seven jewel movement, 
fitted into a stainless steel case. Frank 
J. Dougherty, Kentucky Home Life 
Bldg., Louisville, Ky. 





CASH IN on your odds and ends in 
sterling flatware, either new or used 
and in obsolete, inactive or active pat- 
terns; see our advertisement on page 
130. Julius Goodman & Sons, 77 Madi- 
son Ave., Memphis, Tenn. 


COLLAR BUTTONS wanted, cuff iinks, 
emblems, findings, broken jewelry, 
broken chrome bands, watch cases, 
dead stock of jewelry, stickpins, stones, 
odds and ends. etc. : check sent prompt- 
ly. B. Lowe, Box 311, St. Louis, Mo. 


To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














SPACE FOR RENT in jewelry office for 
diamond dealer, watchmaker; North 
light. 45 W. 45th St., Room 906, 
BR 9-7552, New York City. 











DESIRABLE window, North light, suit- 
able for watchmaker, diamond setter 
or engraver. American Watch & 
Jewelry Co., 22 W. 48th St., New York 
City. 








Watch Mork, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 








RELIABLE WATCH repairing for the 
trade since 1921; efficient, dependable ; 
mail service. Standard Watch Service, 
146 Fifth Ave., New York City. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





FIRST CLASS watchmaker, 32 years in 
the trade, desires to make contact with 
fine jewelry store, to take care of their 
watch repairs; A-1l references; mail 
orders attended to promptly; location 
Brooklyn; for further information Ad- 
dress “G., 2413,” care Jewelers’ Circu- 
lar-Keystone. 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York City. 





IF YOU HAVE a jewel that requires a 
larger hole so that it will fit any pivot 
or center wheel post, send wheel and 
jewel and we will enlarge and polish 
the hole to fit the pivot or post ac- 
curately ; we can make the hole of the 
jewel any size. Schwartz Watch 
Laboratory, 1243 Boynton Ave., Bronx, 
m. &. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 





Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





WATCHMAKERS; increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 











o Win 


isWar- 


BU 
U. S. 


SAVINGS 
ONDS 


If your firm has not al- 
ready installed the Pay- 
Roll War Savings Plan, 
now is the time to do so. 
For full details, plus 
samples of result-getting 
literature and promo- 
tional helps, write, wire, 
or phone: War Savings 
Staff, Section E, Trea- 
sury Department, 709 
Twelfth Street, NW., 
Washington, D. C. 








BUY WAR BONDS 
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Directory of Trade Associations 





NATIONAL 


The names given in each case are those of the president and secretary. 


American Gem Socicty—Carleton G. Broer, 626 Jefferson Ave., Toledo, O., Inter- 
national Commit.ee chairman; Robert G. Shipley, 541 8. Alexandria Ave., Los 
Angeles, executive dir. 

American Jeweled Watch Manufacturers Assoclation—C. M. Kendig, Hamilton Watch 
Co., Lancaster, Pa. 

American Jewelers’ Protective Association—-Meyer D. Rothschild, 6 W. 48 h St., New 
York; Walter N. Kahn, 608 5th Ave., New Yor'! 

American National Retail Jewelers’ Association—Charles J. Michaels, 705 Main St., 

Hartford, Conn.; Charles T. Evans, 22 W. 48th St., New York. 

American Watch Assembiers Association—Herbert Ollendorf, 20 W. 47th St., New 
York; I. R. Kornbleit, 261 Broadway, New York. 

Brotherhood of Traveling Jewelers—Bernard J. Sy iy 366 5th Ave., New York; Archer 
L. Chapin, 88 Parkhurst St., Newark, N. J. 

Canadian Jewelers’ Association—Berger E. Re Toronto; N. J. Leach, 73 Richmond 
St., West Toronto, Can. 

Clock Manufacturers Association of America—Edward Irgraham, 394 N. Main St., 
Bristol, Conn.; A. Dale Mitchell, 120 Broadway, New York. 

aes yD Institute of America—Edward F. Herschede, 8 W. 4th St., Cincirnati, O.; 
Leo L. Vogt, 826 Olive St., St. Louis, Mo. 

Horological Institute of America—Howard L. Beehler, Hamilton Watch Co., Lancaster, 
a.; Ralph E. Gould, National Bureau of Standards, Wasbington, D. C. 
Jewelers’ Board of Trade—Royal S. Gregg, 118 Richmond &t., Providence, R. I.; 

Horace M. Peck, Turks Head Building, Providence, R. I 

ae Security Bo. had Eitelbach, 608 5th Ave., New York; Bert Young, 

5th Ave., New Yi 

WET, 2 Vigilance conan nal H. Niemeyer, 82 Fulton St., New Yo:k; Sigmund 
Cohn, 44 Gold St., New York. 


Jewelers’ War Production Committee—J. Mehrlust, 6 W. 48th St., New York. 








STATE 


The names given in each case are those of the president and secretary. 


ye Allied Trades Assoclation—W. Waters Schwab, 216 E. 45th St., New 
ork. 


Jewelry Crafis Association—William B. Ogush, 33 W. 60th St., New York; Henry L. 
Sperling, 20 W. 47th St., New York. 

Jewelry Industry Publicity Board—John Hall, 9 Rockefeller Plaza, New York; William 
D. McNeil, 366 5th Ave., New York. 

Machine Chain Manufacturers’ Association—Adolf Jacger, 141 Georgia Ave., Provi- 
dence, R. I.; George Benker, 75 Eagle St., Providence, R 

Metal Findings Manufacturers’ Assoclation—W. A. H. Wells, 80 Clifford St., Provi- 
dence, R. I.; Harold Berg, 171 Eddy St., Providence, 

— rR of Credit Jewelers—B. G. Rudolph, Rudolph Bros., Syracuse, 

; William Wagner, 45 W. 34th St., New York. 


aidiaean Gitt and Art Association—*‘enry Underberg, 225 Fifth Ave.; George F. 
Little, 220 Fifth Ave., New York. 

National Wholesale Jewelers’ Association—Arthur P. Care, E. W. Reynolds Co., Los 
Angeles, Cal.; George A. Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Frederick A. 
Ballou, Jr., B. A. Ballou & Co., Providence, R. 1.; Raymord L. Wells, Wells 
Mfg. Co., Attleboro, Mass. 

Precious Stone Dealers Association—Leopold Nathan, 610 5th Aye.; Isidor Lassner, 
10 W. 47th St., New York. 

Sterling Silversmiths Guild of America—Roy Wilcox, Internaticnal Silver Co., 
Meriden, Conn.; Alexander Vincent, 551 5th Ave., New York. 

United Horological Association of America—Col. William H. Bright, Walth'm, Mass. ; 
Orville R. Hagans, Denver, Colo. 


United Di d Manufacturers A iation—Frank Pals, 71 Nassau St,; Louis 
Frankel, 2 Lafayette St., New York. 













Alabama Retail Jewelers’ Association—Robert Bromberg, Bromberg Co., F. W. 
Anderson, 1917 2nd Ave., Birmingham. 

Arizona Retail Jewelers’ Association—Samuel H. Strause, 466 E. Washington; Gerad 
J. Wesley, 7-9 W. Adams St., Phoenix. 

Arkansas Retail Jewelers’ Association—Hoyt T. Purvis, Jonesboro; Jasper L. King, 
Clarksville. 

eaten: a Horological Association of—John J. Nooyen, 1427 3rd St., Santa Monica; 

B. Schorsch, 5335 10th Ave., Los Angeles. 

eiioaie Retail Jewelers’ Association—Julius Loeb, 1617 Broadway, Oaklard; 
William Erb, 109 Stevenson St., San Francisco. 

Colorado Masterwate>meakers—aA. J. Bradley, La Junta; Orville R. Hagans, 3226 E. 
Colfax Ave., Denver. 

Colorado Retail Jewelers’ Association—No officers. 

Connecticut Horological Association—Cherles S. Stowe, 735 Asylum Ave., Hartford; 
Emanuel Seibel, 437 Logan St., Bridgeport. 

Connecticut Retail Jewelers’ Associaticn—Sturman F. Dyson, 54 Main St., New 
Britain; Edmund Talbot, 972 Chapel St., New Haven. 

Florida Retail Jewelers’ Association—-William Putnam, Tallahassee; R. L. Nicolsen, 

., 12 So. Palafox St., Pensacola. 

Georgia Retail Jewelers’ Association—Robert E. Barr, Valdosta; J. H. Reed, Box 559, 
Atlanta. 

idaho, Horological Association of—Charies Braun, 434 State St., Weiser, Idaho. 

Ilinois Masterwatchmakers Association—S. G. Brolin, 7939 Colfax Ave., Chicago; 
H. W. Johnson, 540 Briar Pl., Chicago. 

IMinois Retail Jewelers’ Association—-Harry W. Yaseen, 1644 Halsted St., Chicago 
Heights; Henry T. Mortenson, 2735 W. North Ave., Chicago. 

Indiana Retail Jewelers’ Association—Irving Chayken, 5142 Hohman Ave., Hammond; 

Elmer Proclde, 419 Main St., Lafayette. 

indiana Watehmakers Association—W. J. Rooda, 15 W. 6th St., Gary; L. R. Douglas, 
1142 Park Ave., Indianapolis. 

towa, Horolegical Association of—N. B. Banker, 120 No. Linden St., Iemoni; T. 0. 
Dilges, 1706 3rd Ave., So., Fort Dodge. 

lowa Retail Jewelers’ Association—H. O. Woodbury, Newton; Robert L. Prastka, 1222 
3rd Ave., S. E., Cedar Rapids. 

Kansas Horological Association—P. FE. Loomis, 519 Main St., Newton; Norman Osborne, 
110 No. Topeka, Wichita. 

Kansas Retail Jewelers’ Association—B. A. Strickler 123 N. Santa Fe Ave., Salina; 
W. B. Brasfield, 110 N. Topeka St., Wichita. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, 447 Fourth Ave., Louisville; 
Percy B. Stith, 329 Guthrie St., Louisville. 

Louisiana Retail Jewelers Association—Louis J. Bernard, 108 Baronne St., New 
Orleans; Samuel Goldberg, 161 Third St., Baton Rouge. 

Maine Retail Jewelers’ Association—Everett B. Coffin, 503 Congress St., Portland; 
Matson Timkee, 521 Congress St., Portland. 

Maryland-Delaware-District cf Columbia Jewelers’ Association—S. Judson Mealy, 
316 N. Charles St., Baltimore; Melvin Levitt, 806 Market ~t., Wilmington. 

So Horological Association—Winifred D. Hebert, 1112 Main St., Worcester; 

Bright, Waltham. 

aimee and Rhode Island Retail Jewelers’ Association—-Douglas Nathan, Fitch- 
burg; John Peterson, Needham. 

Michigan Retail Jewelers’ Association—Orville L. Church, Alma; Howard Doxtader, 
210 E. Grand River Ave., Lansing. 

Michigan Horological Association—T. F. Parnes, Federal Square Building, Grand 
Rapids; Stanley Gaver, 137 Liberty St., N. E., Grand Rapids. 

Minnesota Master Watchmakers Association—W. C. Westpahl, 4532 Pillsbury Ave., 
Minneapolis; C. W. Gaskell, 961 Ashland Ave., St. Paul. 

Minnesota Retail Jewelers’ Association—Maurice Adelsheim, 811 Nicollet Ave., 
Minneapolis; Morton A. Sauer, 404 Nicollet Ave., Minneapolis. 

Missouri Horological Association—Clem Wol!, St. Louis; Joseph Obmann, 809 Locust 
Street, St. Louis. 

Missouri Retail Jewelers’ Association—John Buchroeder, Columbia; Fred Sands, 
Dierks Bldg., Kansas City. 

Nebraska Horological Association—Corey W. Chase, 709 4th Ave., Holdrege; Frank 
Nosker, 4418 Chicago, Omaha. 











Nebraska Retail Jewelers’ Association—Oscar C. Homann, Omaha; Charles J. Stiastny, 
1020 O St., Lincoln. 


New Hampshire Retail Jewelers’ Association— Majorie A. Noury, 824 Elm S&t., 
Manchester; Mrs. Addie Fiske Goodell, Epping. 


New Jersey Horological Association—Harry Van Laar, 875 Broad St., Newark; William 
C. Smith, 875 Broad St., Newark. 


New Jersey Retail Jewelers’ Association—L. J. Rad, 639 Bergenline Ave., West New 
York; Henry Gelula, 1532 Atlantic Ave., Atlantic City. 


New Mexico Horological Associaiton—L. W. Graham, 723 W. Roma; S. Bell, 723 So. 
Walter St., Albuquerque. 


New Mexico Retail Jewelers’ Association—Bernard Spitz, 76% San Francisco St., 
Santa Fe.; Hugh M. Huff, Roswell. 


New York and Now Jersey, Associated Credit Jewelers—-M. S. Abelson, 855 Broad St., 
Newark; William Wagner, 45 W. 34th St., New York. 


New York State Horological Association—John DeVogel, 20 So. Pearl, Albany; Fred 
C. Nhare, 1534 South Ave., Syracuse. 


New York State Retall Jewelers’ Association—Alfred Morell, 608 Fifth Ave., New 
York; E. Lathrop Sunderlin, 76 East Ave., Rochester. 


North Carolina Retail Jewelers’ Association—Z. A. Perkinson, High Point; William 
Frasier, Durham. 


North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 


Ohio Retail Jewelers’ Assoviation—H. Bruce McCague, 1305 Euclid Ave.; Hugh N. 
Beattie, 1117 Euclid Ave., Cleveland. 


Ohio Watchmakers Association—L. W. Heimberger, 245 So. High St., Columbus; 
Frank Foelger, 31 E. 4th St., Cincinnati. 


Oklahoma Horological Association—P. D. Chastain, 104 No. 3rd St., Ponca City; 
Mark Taylor, 1705 No. Park, Shawhee. 


Oklahoma Retail Jewelers’ Association—H. V. Gritz, Enid; C. W. Haupt, Bartlesville. 


aaa, ig ag Association of—Jack Peare, La Grande; Harold Sabro, 
6 S. E. Miller, Portland. 


nite yeahs Jewelers’ Association—Rene Bloch, 511 S. W. Broadway, Portland; 
Edward N. Weinbaum, 8245 W. 5th Ave., Portland. 


Pennsylvania, Horological Association ef—H. O. Erwin, 17 No. Mercer, New Castle; 
J. P. Sommer, 1524 Beaver Ave., N. S. Pittsburgh 


Pennsylvania Retail Jewelers’ Association—H. R. Rogalsky, Bradford. 


Pennsylvania, Retail Jewelers’ Association of Western—Leonard D. Helfer, 215 Liberty 
Ave., Pittsburgh; Herbert Terheyden, Terheyden Co., Pittsburgh. 


Rhode Island Watchmakers Association—Joseph H. Coutu, Olneyville. 


South Carolina Retail Jewelers’ Association—J. B. Sylvan, Jr., 1500 Main Street, 
Columbia; R. J. Ortmann, 251 King St., Charleston. 


South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting secretary. 

Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. Monroe Meeks, 
Dyersburg. 

Tennessee Watchmakers and Jewelers Association—George R. Harding, 805 Market 
Street, Chattanooga; L. D. Stallcup, 50 Arcade, Nashville. 

Texas Retil Jewelers’ Association—Melrose Tappan, Sherman; H. E. Dill, 1521 Com- 
merce St., Dallas. 

Vermont Retail Jewelers’ Association—L. J. Bell, Bell & Houstcn, Barre; A. Earl 
Wilson, Springfield. 

Virginia Retail Jewelers’ Association—Charles W. Bowen, 817 Main St., Lynchburg; 
Frank L. Moose, 207 So. Henry St., Roanoke. 

Washington State Retail Jewelers’ Association—Louis H. Burnett, 924 Broadway, 
Tacoma; W. J. Hindley, Lloyd Building, Seattle. 

West Virginia Retail Jewelers’ Association—Floyd R. Frazee, 814 Market St., 
Parkersburg; P. K. Stanford, Elkins. 

Wisconsin Retail Jewelers’ Association—Samuel Dalin, West Allis; A. W. Anderson, 
Neenah. 


Wisconsin Watchmakers Association—Joseph Hurbis, Racine; B. W. Heali, 339 N. 
35 St., Milwaukee. 





SECRETARIES, PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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Manufacturers’ News 





Swank Plans Vigorous Campaign 


Swank jewelry selling for fall will be 
almost entirely confined to sterling 
silver and gold filled qualities, accord- 
ing to salesmen of the company’s dis- 
tributors. 

By Christmas time, it is predicted 
that retailers’ stocks will consist pre- 
dominantly of this more precious metal 
jewelry, and that they will be mer- 
chandising it successfully in the light 
of increased consumer purchasing power 
and the consequent spreading of the 
market for higher quality goods. Jew- 
elers have been’ prepared for this 
development for the last two seasons, 
by the war restrictions that have been 
put into effect on base metals, and have 
quickly adjusted themselves to pro- 
moting sterling silver and gold filled 
jewelry. It is reported that no price 
resistance has ~ been encountered, as 
price lines have been substantially main- 
tained, and the public prefers the more 
enduring and better quality jewelry, 
particularly for gift purchasing. 

To help in continuing the education 
of the public to a ready acceptance for 
sterling silver and gold filled jewelry, 
Swank is devoting all of its consumer 
advertising this fall to the presentation 
of jewelry of these grades, while through 
advertising in the trade press, dealers 
are to be informed of the trading-up 
process that is being carried on. It is 
expected that ample supplies will be 
available and that retail jewelry volume 
will not suffer, despite scarcities im 
some of the lower priced goods. 

J. L. Grant, vice-president in charge 
of jewelry sales, is optimistic about the 
prospects for a good season, and says 
that retailers have indicated their en- 
thusiasm for merchandise of the better 
qualities. 

The size of the national advertising 
campaign has been steppéd up and in- 
cludes color advertisements in Satur- 
day Evening Post, Collier's, Esquire, 
Christian Science Monitor, Life, Time, 
Ladies’ Home Journal and Good House- 
keeping. 


Woven Wood Cigarette Cases 
To be Made by Kaye Jordan 


Kaye Jordan Co. of Providence have 
purchased the machinery and manufac- 
turing rights for the production of 
woven wood “Victory” compacts, ciga- 
rette cases, and novelties which hereto- 
fore have been produced by the Park- 
wood Corp. of Wakefield, Mass. 

The resin-impregnated woven wood 
from which these products are produced 
is a by-product of the Parkwood Corp.’s 
production of airplane propellers to 
which they are now devoting their en- 
tire time. This unique laminated wood 
is five times as strong and only one- 
half as heavy as aluminum. 

Kaye Jordan have installed the ma- 
chinery in a special plant and will soon 
be in production. After a supply of 
metal hinges is exhausted, the compacts 
will be produced entirely of wood, in- 
cluding the snap and hinges. 
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J. R. WOOD EMPLOYEES ENJOY ANNUAL OUTING 





The Pine Grove at Amityville, L. I. 
was the site for J. R. Wood & Sons’ an- 
nual outing held on Saturday, Aug. 8. 

Festivities began with a_ soft-ball 
game with the factory employees com- 
posing one team and the the office the 
other. This was followed by an all-girl! 
game in which either side would have 
provided strong opposition for the men. 

Going on simultaneously were horse- 
shoe pitching contests, foot races, dart 





games and what have you, with attrac- 
tive prizes for all of the winners. 

Between courses of a chicken dinner, 
W. Waters Schwab, president of the 
firm, unveiled a bronze plaque upon 
which were engraved the names of for- 
mer J. R. Wood employees now in the 
service of their country. 

The affair came to a close with dancing 
for all. 





New, Faster Labels for Ceiling Prices 


To speed up the necessary job of 
marking ceiling prices, Dennison Mfg. 
Co. is offering specially printed “Pres-a- 
ply” labels. The words “Ceiling Price” 
are printed on the lower half of the label, 
and a distinctive red and blue checker 
border frames the space. 

As the name “Pres-a-ply” indicates, 
the new label sticks with simple finger- 





Dennison "Pres-a-ply" Labels come in handy 
dispensers and in both multiple widths and 
single rolls. 


pressure. No licking is necessary. Labels 
come in handy dispenser boxes and can 
be filled in with pen or pencil. For 
constant use, there is a metal dispenser 
holder that grips the desk or counter 
with suction feet. Multiple width rolls 
which can be readily filled in on the 
typewriter are available for large scale 
labeling operations. 

“Pres-a-ply” labels adhere to almost 
all smooth surfaces (paper, metal, glass, 
enamel, lacquer, plastics, etc.) but are 
easily removed without damage to mer- 
chandise. They stick neatly and tightly, 
vet can be peeled off instantly with the 
thumbnail. 

Besides the special “Ceiling Price” de- 
sign, “Pres-a-ply” labels are also sup- 
plied unprinted in a variety of sizes for 
pricing and labeling of all kinds. 


BUY WAR BONDS 





Boss Takes Secretary 
—And Eleven Men—to Lunch 


Celebrating the completion of the 20th 
year for which she has been secretary to 
John Ballard, president of the Bulova 
Watch Co., Miss Sadye Bierman was 
given a luncheon party in her honor by 
Mr. Ballard at the Rainbow Room, 
high atop of Radio City on Aug. 7. 
The party, which was attended by 
11 executives of the company was an 
occasion that the young lady will prob- 
ably remember for many years. 

Its high spot came when Mr. Ballard, 
with appropriate remarks, presented 
Miss Bierman with a custom-made karat 
gold Bulova watch and bracelet, studded 
with rubies and diamonds. 

Miss Bierman is retiring to married 
life, after having been with Bulova ever 
since 1922, when she was given a “tem- 
porary” position which she filled so 
competently that it lasted for 20 years 
until her voluntary retirement. She has 
become well known to many jewelers all 
over the country, who will wish her 
lots of luck in her new job. 


Sues for Alleged Patent Infringement 


Gold Bros., of 7-11 W. 45th St., New 
York, have brought suit for infringe- 
ment of their U. S. Design Patent No. 
127721 against Geo. T. Moore Sons, Inc., 
New York. 

The complaint alleges that said patent 
was issued to Abraham Gold, a member 
of the firm, on June 10, 1941, for a new, 
original and ornamental design for a 
monogrammed necktie clasp; that said 
invention and patent were assigned te 
Gold Bros.; and that said firm has 
marked its product with the statutory 
patent notice. It is further alleged that 
the defendant has been manufacturing 
infringing clasps and, despite due de- 
mand, has failed to discontinue such 
violation of plaintiff’s rights. 

In the complaint, filed by Goodell, 
Hoffman & Sark, plaintiffs’ attorneys, 
the plaintiffs seek an injunction, an ac- 
counting of profits, and statutory and 
other damages. 
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Kreisler Advertising Illustrator 
Wins Art Recognition 


Readers who admire the animal paint- 
ings now being used in Jacques Kreis- 
ler’s new series of advertisements may 
be interested to know that a one-man 
show of the artist’s work was held re- 
cently by the New York Zoological So- 
ciety in the art gallery of the Heads and 
Horns Museum, Bronx Park. The ex- 
hibition was on view from Aug. 1 to 31, 
and attracted wide attention from art 
critics and animal lovers alike. A full 
page of reproductions of the paintings 
appeared in the New York Post, Aug. 
14 issue. 

The artist is Arthur Singer, assistant 
art director of Ben Sackheim, Inc., 
which handles the Jacques Kreisler Mfg. 
Corp. advertising account. Artist Singer 
is now Private Arthur Singer, of the ar- 
tillery undergoing training in Georgia. 
But before he left for the army he com- 
pleted a series of six paintings for the 
Kreisler campaign. The first one ap- 
peared in the August issue of Jewerers’ 
Cmcvutar - Keysrone. Although Mr. 
Singer is only in his early twenties, he 
has already established a reputation as a 
gifted artist whose animal paintings 
show sensitive understanding of animal 
life and artistic imagination of a high 
order. 

The Kreisler company is to be com- 
plimented on its use of advertising l- 
lustrations that are of art-gallery qual- 
ity. 


The General Looks Things Over 





Here is Lieut.-Gen. William S. Knud- 
sen, director of production for the War 
Department, pausing for a _ close-up 
view when he inspected the Hamilton 
Watch Co.’s war production facilities 
recently. He was accompanied by Col. 
David N. Hausman, chief of the Phila- 
delphia Ordnance District, and eight 
other high army and government offi- 
cials. 

Following the tour of inspection Gen. 
Knudsen conferred with President Cal- 
vin M. Kendig, George P. Luckey, 
vice-president in charge of manufactur- 
ing, and other Hamilton executives, 
expressing satisfaction with the way 
Hamilton’s new production lines were 
turning out urgently needed precision 
war equipment. 


A New "'Priority-Free" Line 
For the Jeweler 


A new line of fine hand-carved belts 
made of genuine California saddle 
leather with sterling silver hand- 
engraved buckles has been placed on the 
market by Coleman of California, Stack 
Bidg., Los Angeles. The line retails at 
from $5 to $12.50 and has already proved 
to be a ready seller in high grade 


jewelry stores. 
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Every member of the Symphonette of the 
World's Most Honored Music Programs 
is a soloist of high order. Mischel Piastro, 
conductor, is one of the four greatest 
living violinists. Playing on the platform 
is Joseph Schuster, cellist, and perhaps 
the outstanding artist on this instrument 


today. Also members are John Cori- 
gliano, one of the outstanding younger 
violinists; Zoltan Kurthy, famous moster 
of the viola, composer and conductor; 
Ignace Strasfogel, concert pianist; and 
Anselme Fortier, the greatest living string 
bass ployer. Shown with them is Frank 
Knight, veteran announcer. 








Longines Resumes the World's 
Most Honored Music Programs 


The fourth season of the World’s Most 
Honored Music programs sponsored by 
the Longines- Wittnauer Watch Co., starts 
in September over a large list of the 
most powerful radio stations in America. 
The programs present the Longines 
Symphonette, which includes first-desk 
men of the New York Philharmonic 
Orchestra under the leadership of Mishel 
Piastro, world-famous violinist and con- 
certmaster of the New York Philhar- 
monic Symphony. 

The instrumental soloists with the Lon- 
gines Symphonette include Mishel Pias- 
tro, violinist; John Corigliano, violinist 
and well-known concert artist who has 
this summer appeared as soloist with the 
New York Philharmonic Symphony with 
great success; Joseph Schuster, consid- 
ered today as perhaps the greatest living 
cellist; Ignace Strassfogel, well-known 
concert pianist, and others. 

This series of programs were begun 
experimentally in the spring of 1941 over 
a comparatively small number of stations 
but the immediate success of the series 
resulted in a rapid increase ir the net 
work. For the fall season most of the 
Longines stations go on a straight 39- 
week schedule and in many parts of the 
country programs will be heard with the 
frequency of as often as five half hours 
weekly. The programs have received the 
highest editorial comment from many 
metropolitan newspapers including the 
New York Times which gave the series 
several feature stories. 


Community Launches Campaign 
Stressing American Way of Living 


“We dare you to print these ads, Mr. 
Hitler!" With this challenge, Oneida, 
Ltd., makers of Community Plate silver- 
ware, embark on a series of monthly 
full-page, full-color advertisements in 
Life Magazine through Batten, Barton, 
Durstine & Osborn, Inc. 

Placing silverware-selling in the back- 
ground, Community advertisements start- 
ing in Life's Sept. 14 issue, and carrying 
through December 1942, will deliver a 
double-barrelled blast at the Axis style 
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of life. The opening ad headlined “These 
Are The Things We Are Fighting For,” 
pictures an average American child read- 
ing “books her mother loved—not what 
a dictator decrees.” 

By placing one advertisement in Life 
each month, Community feels that it is 
accomplishing a _ three-fold endeavor. 
With Oneida’s plant converted to war 
production, these Community ads _ will 
serve as a factor in upholding the Com- 
pany’s high reputation among silverware 
producers. Secondly, the advertising 
will reach the eyes of nearly 22 million 
persons, providing ample circulation. The 
third purpose is described in the follow- 
ing quotation from Oneida’s house organ, 
“We decided we had something else to 
sell—something mighty important to all 
of America. By picturing the cherished 
rights for which a peace-loving people 
would take up arms and fight, we could 
sell the Ameican way of life.” 





Benrus Watches Selected to Time 
Ocean-Spanning Airlines 


One of the latest air transportation 
systems to adopt Benrus as its official 
watch, is the new American Export Air- 
lines. All pilots, navigators, radio oper- 
ators and flight personnel of this great 
airline wear Benrus watches as official 
equipment. Flying nonstop from New 
York to Foynes, Ireland, on regular 
schedule, American Export Airlines has 
engraved a new page in American flying 
history. 

The Benrus Watch Co. says that it is 
significant that as aviation advances, 
Benrus watches advance in favor with 
the flying men who span continents and 
oceans. Six great airlines are now timed 
by Benrus watches. 


WPB Limits Railroad Watches 
(From page 112) 


me that he has re- 
ceived) from time service employees of 
railroads accompanied by certificates in 
the form prescribed in paragraph (b) (2) 
of Limitation Order No, L-175. 


order placed with 


By Ter 
Officer 
Title 
Appended to the order is a list of 


watches affected. although other watches, 
not listed, are also affected by the terms 
of the Order. The ones enumerated in 
Schedule A to Order L-175, all size 16, 
and double rollered, are: 

Waltham: 23 jewel, bridge model 
“Vanguard”; 21 jewel, bridge model, 
“Crescent St.”; 19 jewel, bridge model, 
“Riverside”; 21 jewel, bridge model, No. 
645. 

Elgin: 28 jewel, three-quarter plate, 
“Veritas”; 21 jewel, three-quarter plate, 
“Father Time”; 19 jewel, three-quar- 
ter plate “B. W. Raymond.” 

Hamilton: 23 jewel, bridge model No. 
950; 21 jewel, three-quarter plate No. 
992; 19 jewel, three-quarter plate No. 
996. 

Ball: 19, 21 and 23 jewel, “Official 
R. R. Standard.” 


Richmond Dinealiian Aid OPA 


Among the many jewelers who partici- 
pated with other merchants in “OPA 
Compliance Month” during August were 
several Richmond, Va., jewelers who 
used large-space ads explaining OPA. 
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VERY one of the other members of the entire family of metals is work- 
ing overtime these days, to try to meet the country’s needs. Silver, and 

silver only, is lying idle in vast unused hoards. Why should it be the one 

exception—the one member of the family that doesn’t have to work? 








The U. S. Treasury is sitting on the biggest stockpile of silver ever accumu- 
lated by man. Little more than half of it is of any use to them either for 
coinage or for monetary reserve behind the paper currency. Yet, because a 
small group of Senators from the few silver mining states is politically power- 
ful enough to put one over on all the rest of the country, the Treasury has to 
go right on buying at double its market value all the new silver as fast as it is 
mined and adding it to the useless hoard. 


Meanwhile, civilian industry, which has been deprived of its other metals 
by war demands, and would gladly pay any reasonable price for that silver 
to replace its brass and copper and tin is arrogantly told to go jump in the 
river. 


It isn’t just silverware that’s involved. Silver today is the only metal of 
which there is a supply over and above war needs which can be used as the 
base metal for rolled gold plate and gold filled stock. 


“No silver” means more than no silverware, more than no silver or plated 
jewelry. It also means no watch cases and therefore no watches—no watch 
bands—no watch chains—no collar buttons, tie chains, and so on—except in 
karat gold or platinum. With silverware, watches, watch bands, etc., wiped 
out, what becomes of the jewelry industry? What becomes of the hundreds 
of manufacturing plants, the thousands of retail and wholesale establish- 
ments, the thousands upon thousands of workers in watch, silver and jewelry 
factories and stores all over the country? What becomes of the sixty million 
dollars a year that the jewelry industry pays into the U. S. Treasury in excise 
taxes? What becomes of your business? 


How long are we going to stand for this? Long ago the American people 
rose up in righteous wrath against business men that said, “The public be 
damned!” How about a little righteous wrath directed against pork barrel 
Congressmen who say, “The public be damned—we want our subsidy, no 


matter whom it ruins!” 


Write to your Senator—-write to your Congressman—today. Point out to 
them that silver is the only possible substitute for the copper and tin and nickel 
and brass that are no longer available. Tell them that thousands of businesses, 
scores of thousands of workers, millions of dollars in taxes depend on their 
making available to industry the idle piles of silver in the vaults in the U. S. 
Treasury. Demand that this lunatic hoarding of silver be stopped and that 
this vast stockpile be turned over at a reasonable price to useful industry. 


A tidal wave of general protest will do it—and you can do your part. 


&, 
Editor 
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AS A SERVICE TO YOUR COMMUNITY 


Jase SELL Parker Quiak With solv-1 
CO Prevent Pens from Becoming 
WAR CASUALTIES 


DUE TO SHORTAGE OF METAL AND RUBBER NEEDED FOR REPAIR PARTS 


i? 


¢ 7 NIOM@ MOLL Ke 


NO CORRODING 


NIOM TUL: T:14° 
Von mate 


Ask every customer who enters your store if he owns 
a fountain pen. If he does . . . tell him how he can 
preserve his pen and make it write better with Parker 
Quink containing solv-x (the magic ingredient that 
cleans the pen as it writes)... and you'll be making 
a friend for life! Don’t wait . . . those fine pens you 
sold with a manufacturer's guarantee are becoming 
difficult to repair because of material priorities . . . 
Quink containing solv-x will keep them in writing 
trim and keep your customers satisfied. 


THE PARKER PEN COMPANY . . . JANESVILLE, WIS. 
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That a little girl may read the books her 


mother loved —not. what a dictator decrees 


This illustration, part of the full page Community advertisement in LUFE, September 14, gives you 
an idea of the powerful Community advertising#which will appear monthly throughout the Fall. 


Some day we will again be making COMMUNITY, but now ali our skills and 
facilities are being devoted to the war that must be fought and won. In our ad-\ 
vertising pages this Fall, we believe it is our responsibility to our Country to try 
to express the things for which we, our jewelers, and all America are fighting. 








